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THIS MONTH AND NEXT 


FEXHE importance of the Tax Situation in Wash- 

ington overshadows other issues this month 
and accordingly a considerable amount of space 
has been given to the arguments presented by the 
\.M.T. A. and others against the proposed 10 
per cent levy on cosmetics. For this reason. too, 
we have interrupted the packaging series by Ruth 
Hooper Larison but it will be continued again in 
an early issue. Vitamin D as an ingredient of 
creams is presented as a promising and interest- 
ing development by Maison G. de Navarre who 
has made a considerable study of it. Radio is 
again to the fore with another article by Mr. 
VMavham and the direction in whieh vou should 
direct your advertising appeal is discussed care- 
fully and clearly by Mr. Fairman. Next month 
the A. M.'T. A. convention report will fill a num- 
ber of our pages and the outlook is that it will be 
more than usually interesting. We think this is 

a good issue and that the next one will be 

just as interesting. 
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Protests Made on 10% Cosmetic Tax 


4. M.T. A. Appears and Files Brief Proposing 


General 


Wanufacturers’ 


Excise 


in Revenue Measure 


TT ASHINGTON, April 16.—One month ago it 
/ seemed probable that all uncertainties ove) 
taxation would have been settled by this time, 


but political developments and changing opinions on 


the part of members of Congress, which 


leadership completely by surprise, have 


whole taxation scheme into the realm of 


uncertainty 


The activity of the House on 


the general sales tax is well 
known. When that body stamped 
ed behind the leadership of in- 
Republicans headed by 
Representative Fiorello H. La 


New York, the 


virtually all 


surgent 


Guardia, of pro- 


posal to tax manu 


facturers 2 per cent was killed by 


a large majority but it now 


ms possible the Senat will 


tempt to put this tax back into 


the revenue bill. 
With that proposition out of its 
ll, the House immediately 
rushed through a revenue 


easure, which partially carried 


it the idea of the sales tax, but 
n the form of excise taxes upon 


products which the legislators 


felt could be taxed in that manner 
without offending too greatly the 
ensibilities of their constituents. 
Of considerable importance in 


e bill as passed by the House 


was a clause levying a manufacturers’ excise tax of 10 


per cent upon perfumes, and all forms of tol! 


articles, including soaps. In other words, these prod 


ucts generally would be assessed 5 times the amount 
; they would have had to pay under the sales tax plan. 
Also, soaps were included in the list after having been 
left out of consideration in the general sales tax pro- 
posal, for the reason that soaps in the early days of 
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took the 


thrown the 





essentials. 


born in the 


new tax consideration classed as 


The 


in the 


were 


new philosophy of taxation House 


placed ap in the 
Reed the 


scramble for new revenue 


luxury class, drawing from Senator David A 


caustic remark that “only Democrats would cla soap 
as a luxury.” 

The paragraph in the House bill detailing the taxes 
on perfumes and toilet articles 
reads as follows 
“There is hereby imposed upon 
-old by the 


produce! or im 


the following articles 
manufacturer, 
porter, a tax equivalent to 10 per 


centum of the price for which so 


sold: Perfumes, essences, ex 
tracts, toilet waters, cosmetics, 
petroleum jellies, hair oils, po- 
mades, hair dressing hair re 
toratives, hair dves, tooth and 
mouth washe der tooth 
mastes, aromat act is, toilet 
soaps, toil powder and any 
imilat substance, article or 


preparation, by whatsoever name 
known or dist ngul hed: any of 
the above which are used or ap 
us d or 


plied or intended to be 


applied t« torlet purposes ” 
Few 


to that 


found 


exceptions c ild be 


legislation. It embraces 


every toilet preparation, with 


sufficient qualification to make 


exceptions almost impossible. It includes many items, 


uch as soaps and tooth which for at least 


or three 


pastes two 


generations have been considered absolute 


necessities, and there are large classes of people who 


count one or more of all of the items as absolutely 


ssential to persoz~al appearance or comfort or common 
iecency. 


Witnesses before the House Ways and Means Com 
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mittee explained all of this in considerable detail but 
the explanations had no effect. 

Incidentally, the proposal to levy these taxes orig- 
inated with Mr. La Guardia, who introduced a separate 
bill containing these very provisions long before the 
sales tax was found to be impossible of accomplishment. 
His idea originally was to pass this bill in addition to 


the sales tax, which it was thought would be levied 


Kistimates of Yield 
There is one joker in the pending tax on cosmetics 
a joke at the expense of the budget. Representative 
La Guardia estimated that his bill would yield $15,000,- 
000 annually in sum in a budget 


revenue, a trifling 


requiring billions. But when the proposal was inserted 
in the general revenue bill, its optimistic proponents 
incorporated with it an estimate of potential yield of 


$25,000,000 annually, about the sum that would have 
been realized from a 10 per cent tax on these prepara- 
tions in the biggest business year experienced during 
the inflation period. 

In the form passed by the House, the revenue bill 
provides that it shall become effective thirty days after 
it had become a law, this being barely sufficient time 
for the Treasury Department to set up administrative 
machinery to collect the taxes. 

The large work of administration of the tax would 
be left in the hands of that Department, revenue laws 
making few specifications beyond what 
be collected and the 


come, 


is expected to 


sources from which taxes are to 


Method of 


The Treasury will not anticipate passage of revenue 
laws, but 


Administration 


it is probable that the taxation will be ad 
ministered in the following manner: 

The Treasury first would assemble lists of all manu- 
facturers of the products affected by 
referred to in this report. This would be comparatively 
this that the 
Treasury already exerts a large measure of control of 
toilet 
This obviously is the case, for every 


the paragraph 


simple in instance, as it so happens 


manufacturers of perfumes and preparations. 
importer’s busi- 
ness is supervised by the Collector of Customs, who 
operates as a bureau head under the Treasury Depart- 


Also, the 
Treasury. 


ment. alcohol administration is under the 
Thus domestic producers of essential oils, 
toilet 


ready are listed in Treasury records. 


perfumes and the majority of preparations al 
Depending on the form in which the bill eventually 


is passed, the Treasury thereupon, through a large 


corps of special agents, would require manufacturers 
either to purchase special stamps to be affixed to their 
products, as cigarettes 


now are taxed, or set up an 


accounting system for the periodical survey of the 
books of manufacturers and the determination of tax 
This tax might be 


or monthly. If 


due. collected annually, quarterly 


stamp taxes were decreed, 
necessity would be collected far in advance, the manu- 
facturer buying the stamps to be affixed to his products, 
in denominations suitable to the price at 


were to be sold. 


Who Would Be Taxed? 


The means of collecting the tax would be the simplest 


which they 
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they of 


problem; a greater one would be the determination of 


who was to be taxed. 

Importers, obviously, would be taxed, probably on 
the basis of the import cost of a product plus the duty 
levied on it; no exception would be made for tariffs a 
these imported 
the sam« 

Incidentally, the 
with 


effect are tariff duties rather than taxes, 


theoretically are levied to make an 
product equal in cost a domestic product of 
character, quality and 


S1Z¢e. new 


revenue bill is honeycombed imposts which in 
for the fram 
ers of this tax bill went deep into the field of imported 
commodities and products in their search for govern 
mental income. 

Under the provisions of the bill, the “last manufac 
turer” 


would be assessed the tax on domestic manu- 


facturers. 


Materials 


a manutacturer or importe yr of essential 


No Tax on Raw 


For instance 


oils who sold these directly to other manufacturers foi 
use in making perfumes, flavoring extracts or toiletries, 
would not be His only ad 


ditional burden would consist of complying with regula 


required fo pay the tax. 


tions designed to make certain that he would not sell 


direct to wholesalers or retailers. Possibly, he might 
be required to handle all of his products under bond, 


sold 


and was so handled even before pro 


as tax free alcohol has been manufactured and 
for many years, 


hibition. 
No Tax on Supplies 

Neithe 
of ingredit nits exclusively be 


siderable 


government to 


would manufacturers of cartons 0) labe ls o7 
taxed, it 
from a revenue standpoint for the 
“last 
thus would collect an impost not only upon the cost of 


be ing OT COi- 


advantage 


wait for the manufacturer.” It 


raw materials and the manufacturers’ profit, but upon 


the “added costs” involved in previous handling and 


profit margins collected by those conducting primary 
operations, 
The Treasury Department eventually will also be 


faced with the problem, if the tax bill is passed in its 
present form, of determining who is to be taxed in a 
case where the “manufacturer” labeling a product as 
reality 
manufacturers. 


his own in delegates all operations to othe 
All of the foregoing has been written on the basis of 
House of 


other 


the revenue bill which was passed in the 
March 29, 


consideration. 


Representatives on there being no 


basis of 


Now 


Before Senate 


That bill now is before the Finance Committee of the 
Senate, of which Reed 
Smoot 


Smoot, Senator from Utah, is 
Tariff 


Act of 1930 which still serves as a basis for sometimes 


chairman. Mr. Was co-author of the 


vitriolic political discussion inside and outside of 


Congress. 

that the Tariff 
Act accounts in large measure for the present depres 
Republicans contend that the condition of Ameri- 


Democrats contend Hawley-Smoot 
sion. 
can industry would have been far 


protection this bill affords. 


worse without the 
Observers sometimes are 
amused by this debate, since some of the major tariffs, 
those imposed on cotton, fathered by 


such as were 
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NORTHAM WARREN H. HENRY BERTRAM ABEL I. 


APPEARED FOR A.M.T. 


Democratic Congressmen, and the Democrats made a 
hard but ineffectual fight to obtain a taritf on oil—a 
tariff incidentally that has been written into the pend- 
ing tax bill through the levying of a “tax on imported 
oil.” 

These hearings before the Senate committee have 
demonstrated the possibility—faint but nevertheless 
present—that Congress may be unable to agree on a 
tax measure at this session, especially if plans for 
adjournment on June 10, before the political conven- 
tions in Chicago, are carried through. 

On the other hand, it would seem almost impossible 
for Congress to complete handling of the appropriation 
bills within that period, all the supply bills for all ten 
departments of the Government still are in an incom 
plete stage and economy recommendations daily push 
them farther away from completion. 

When hearings on the tax bill were adjourned by 
the Finance Committee yesterday for the week-end, the 
committee was far behind its original schedule.  In- 
stead of an additional week being necessary for the 
hearings, two more weeks may be required which would 
find them completed on May 1 or thereabouts. 

-ast experience has demonstrated Congress’s uncer- 
tainty in smaller matters; there is no past experience 
as great as the problem facing this Congress—that of 
overcoming a $2,000,000,000 deficit, a sum approximat- 
ing one-half of the current budget of expenses that can 
be trimmed, and exclusive of another $1,000,000,000 for 
veterans’ appropriations and sinking fund requirements 
which could not be changed without alteration of the 
general law. 


When Bill Reaches Senate 

The greatest obstacles to passage, however, will be 
encountered when the bill reaches the floor of the 
Senate, in the opinion of Senators most interested in it. 

In the Senate there is even less control by leadership 
than in the House. Although the Republicans have a 
numerical majority, their influence can be and is dis- 
counted on almost every important occasion by a dozen 
so-called radical Republicans who reserve the right to 
act independently of their party. 

By trading its strength back and forth, this group 
repeatedly has been able to force its will on the Senate, 
and this may occur with the tax bill. At least, its 
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SMITH 


A. AT TAX HEARINGS 


authority is sufficient to make any prediction of Sena- 
torial action fruitless. 

Even when the Senate has completed consideration 
of a tax bill and passed one in some form, another 
hurdle will bar the way to the President’s signature. 

The bill as passed by the Senate will be referred to 
conferees from both the House and Senate, whose duty 
it will be to compare the original House bill and the 
Senate measure and reconcile their differences. 

This leads to the inevitable conclusion that there will 
be much more delay than officially has been anticipated; 
it also places in the realm of the unknown the possi- 
bilities of the entire tax situation. 


Argument and Brief of A. M. T. A. 


On April 19, manufacturers of toilet preparations 
were given the opportunity of appearing before the 
Senate Finance Committee in its public hearings. A 
committee of the A. M. T. A. headed by H. H. Bertram, 
president and numbering among its members Abel I. 
Smith, general counsel and Northam Warren, president 
of Northam Warren Corp., was present. Co-operat 
ing with these representatives of the association was 
an independent group of manufacturers brought 
together for the emergency by Thomas J. McHugh, 
president of Vadsco Sales Corp., New York. After 
several conferences, this group secured counsel in the 
person of Mark Eisner of New York who attended 
the hearings in their behalf. About forty manufac- 
turers were included in this group, principally those 
manufacturing goods in the cheaper brackets and for 
the five and ten cent stores. Also appearing for the 
industry was W. A. Hines, who appeared as attorney 
for Harriet Hubbard Ayer, Inc. 

The position of the manufacturers of proprietaries 
with reference to mouth washes was explained to the 
committee by Dr. J. J. Durrett of E. R. Squibb & 
Sons, supported by Dr. John F. Anderson of the same 
company. For the National Hairdressers and Cos- 
metologists Association, E. C. Brokmyer, general coun- 
sel, appeared while the National Association of Retail 
Druggists was represented by W. Bruce Philip, its 
president. 

The position of the supply trades including essen- 
tial oils dealers and makers of boxes, bottles, labels, 
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etc., was presented for the A. M. T. A. by Levi Cooke. 
Mr. Cooke presented a very effective argument show- 
ing how the proposed tax by curtailing sales of toiletries 
would have a far reaching effect upon this group, 
resulting in a curtailment of their sales and a _ neces- 
sary reduction in their manufacturing and sales staffs, 
which would be most unfortunate, especially during 
the present emergency. 

Mr. Warren presented an oral argument in opposi- 
tion to the cosmetic tax and also filed a brief on be- 
half of the association. His oral argument was as 
follows: 

“In coming before this Committee and representing 
the American Manufacturers of Toilet Articles it is not 
my purpose to ask that the tax on that industry be 
eliminated, but to express to you our feelings in regard 
to the tax in general. 


In order properly to weigh the effect of the pro- 
posed tax, it should be clearly appreciated at the outset 
that the burden of the tax will fall not upon persons 
with large means, or upon the wealthy class, but upon 
those of limited and small means who are less able to 
bear it. The nature of the cosmetic and toilet busi- 
nesses has completely changed in recent years. Some 
years ago, cosmetics especially might reasonably have 
been classed as luxuries. They were sold in limited 
quantities at high prices and purchased by those of 
substantial means. There was a very limited and 
selected demand and a proportionately reduced output 


and high margin of profit. Today, by reason of out 


higher scale of living, their use has increased with 
amazing rapidity, and it is a matter of common knowl- 
edge that cosmetics are today in the most general use 
by all classes throughout the United States. They are 
and form a part of general modern toilet necessities. 

“First, let me say that the American Manufacturers 
f Toilet Articles are in favor of a general sales tax. 
We feel that a tax of this character as proposed by the 
Ways and Means Committee is the most logical way to 
raise the revenue sought and to affect business the 
least. 

“T feel that after having gone into this matter very 
arefully that the highest revenue producing point at 


should be 


per cent. This figure is not based upon statistics of 


taxed is 2 


vhich our industry as a whole 
today, as We have been unable in the short time to get 
ip such statistics, but it is the result of my own ex 
perience and conversations had with other of the large 
manufacturers in our trade and the government’s own 
tax on our industry in 1917. It is true that the tax of 
1917 was based upon the retail sales price, but it was 
found from experience that with the evasions and the 
cost of policing and collecting the tax that a manufac- 
turer’s tax at a lowcr rate would have produced as 
much or more revenue. In specifying 2 per cent, I wish 
to make it clear that this should include all of the items 
named in this schedule. 

“T understand that an effort will be made or has been 
made to exempt certain of the articles enumerated in 
the schedule. I am in complete accord with the exemp- 
tion of soaps, mouth washes, dentifrices, etc., which 
constitute possibly one-half the entire production of our 
industry. If you eliminate these from the schedule, and 


(Continued on Page 86) 
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A. M. T. A. Convention Program 


gga complete plans for the forthcoming 
convention of the American Manufacturers of 
Toilet Articles, the thirty-eighth annual meeting of 
this important body, have been framed by the executive 
hoard and the entertainment committee and while at 
the time of going to press, the business program had 
not been entirely completed, enough is available to 
show that the convention will rank high in the long 
list of meetings. 

The convention will open at the Ambassador Hotel, 
New York, on April 26, with a luncheon for members 
and their guests, immediately following which, presi- 
dent H. H. 


Roll call, presentation of proxies, 


Bertram will declare the meeting opened. 
communications, a 
report by the committee on membership, the election 
of new members, and finally a description of the en- 
tertainment features in the form of a report by Frank 
J. Lynch, chairman of the entertainment committee 
will immediately precede the president’s address 
formally opening the convention and presenting his 
recommendations for the coming year’s activities. 
Officers and standing committees will then report 
after which a nominating committee will be appointed 
and nominations for officers and executive board from 
the floor will be presented. This will complete the 
routine business of the first day. It will be followed 
by an address, “Competitive Practices in Merchandis- 
Raymond E. Bell of New 


York and a round table discussion on merchandising 


ing Branded Goods” by 


led by Thomas L. L. Ryan, vice-president of the adver- 
tising firm of Pedlar & Ryan. 

The evening will be given over to the annual theatre 
party and supper dance. The committee has selected 
Ziegfeld hit, “‘Hot-Cha,” and after the 
theatre the party will be conveyed in taxicabs back to 


the current 


the hotel for an evening of dancing. 

The following morning at 11, an executive session 
will be held at which reports of the Washington rep- 
resentative, W. L. 
Abel I. 
of more than usual importance this year owing to the 
taxation and other 


Crounse, and the general counsel, 


Smitt 


1 will be presented. This session will be 


matter of important legislative 


proposals which must be considered. After luncheon, 
inspectors of election and members of the treasurer’s 
auditing committee will be chosen after which Dan B. 
Hassinger, well known packaging expert of New York 
will speak on “Elements of Packaging that Help Mer- 
chandising,” and George V. Horgan, general manager 
of the National Paint, Oil and Varnish Association will 
discuss “Possibilities of Trade Development Through 
Associations.” The evening will be left open as usual. 

Another 11 A. M. session will be held on the final 
morning of the meeting at which the report of the 
committee on resolutions will be presented followed 
by a talk by Dr. James M. Doran, Commissioner of In- 
dustrial Alcohol. In the afternoon unfinished and new 
business will be taken up and the business meeting 
will close with the election of officers and members of 
the executive board and their installation. 

The annual banquet at the Ambassador will close 
the meeting and for this occasion 


some unusual 


features have been planned. 
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i the following columns appear dese) iptions of vari- 


ous new products recently place d on the market by 
perfumers and manufacturers of branded toilet 
goods. The se new products have rece ntly heen featured 
in retail me rchandising campaigns, and the information 
12 prese nted from the standpoint of the consumer and 


through the kind co-operation of the manufacturers. 


Léon Duvet Line 


Most original and decidedly intriguing is the idea 
back of the new line, “Léon Duvet.” The products are 
five, the cleansing emulsion, skin tonic, skin food, as- 
tringent and the liquid foundation. To complement the 
treatment line are the face powder in three shades, 
blonde, brunette, and medium,—the triple compact, 
known as the “Classmate” vanity, and the indelible 
lipstick. Mr. 


young woman because “he believes that she should 


Duvet has dedicated his products to the 


begin at an early age to cultivate and to prevent the 
loss of her most cherished possessions, youth and 
beauty, rather than search at a later age for a coi 
rective to restore these values.” Consequently these 
products have been created for the young woman of 
from sixteen to thirty years, and all ingredients have 
been selected with the care of the young skin in mind. 

The packaging of this line presents a new and novel 
idea in this field. The colors of the foremost colleges 
of the country have been selected to present these 
products to the college students and the alumnae. De 
picted below are two groups, the one developed in dark 
blue and white carrying the initial “W” for Wellesley 
College; and the other, light blue and white with the 
initial “B” for Barnard. Other colors forming striking 
combinations are the rose and gray for Vassar; the 
purple and white for Simmons and also for New York 


University; in fact, all of the color combinations are 


most effective, developed as they are in the attractive 
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Recent Product Developments 


jars and bottles with their individual labels. Instruc- 
tion labels on the reverse side of each jar and bottle 
give directions as to the proper method of application. 
The neat, compact, triple vanity with its lustrous 
enamel cases presents a most effective display, and is 
an item that should be particularly appealing to the 
young college girl. How chic for her to carry the 
vanity in her college colors with the college initial! 
Mr. Duvet who has been associated with the cos- 
metic industry for many years has his offices at 6 East 
5th street, in New York City. Further details in 
regard to the products as well as any advice you may 
need in regard to the treatment of your skin will be 
gladly answered by addressing him at the above ad- 


dress. 


Howell Co. Presents the “Jeanne Mauray” Line 
‘Jeanne Mauray” is the trade name of the new line 
of toilet goods just put on the market by the Howell 
Co., Inc., New Orleans. There are at present fifteen 
items in the line, including perfume, powders, lotions, 
creams, brilliantine, and others. A _ silver and black 
package of distinctive design is used. Among the best 
sellers of the line at present are the creams and 
lotions and brilliantine, Howell officials said. 


Isabey’s Dusting Powder 
Les Parfums Francaise, New York City, has recently 
announced the addition of a dusting powder to the 
Isabey line. Gardenia and jasmin are the odors. The 
package developed in silver and gray with black decora- 


tive lines is in accord with the face powder box. 


“Nadinola” in Improved Ten-Cent Package 
Jars containing one ounce of cold cream and vanish- 
ing cream and a powder box containing a full ounce of 
face powder have been developed by the National 
Toilet Co., 
line. 


Paris, Tenn., as additions to the “Nadinola” 
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Hand Cream 
The Northam Warren Corp., New York City, 


facturers of “Cutex” nail prepara- 


“Cutex” 


manu- 


tions, has made the logical addi- 


tion to its products of a hand 


cream. This cream is delicately 


perfumed with lilac which 


a 
no 
Rae 


with a woman’s own perfume. A 


A little 


hands after washing 





leaves 


heavy aftertones to conflict 


should be applied to the 


Labels 


Youthifiers” are two 


Rubinstein’s Hormone Cream and New 


Rubinstein’s “Hormone Twin 
supplementary creams supply- 
ing in assimilable form the 
gland substances which stim- 


ulate the breaking down of 


S 
old and ageing skin cells with 
the rapid rebuilding of new 
young tissues. “Twin No. I” 3 nis 


is the Opener or morning 
cream which prepares the skin 
for “Twin No. II,” the feeder 
or night cream. The labels on 


the packages now carry the district which is intended. 


Compagnie Re-Naitre Gland Cream 


Compagnie Re - Naitre, 
New York City, has intro- 
duced a new cream by the 
same name, “Re-Naitre,” 
which they claim contains 





a glandular substance that 
will, as the name implies, 
cause the skin to be re- 
born. Wrinkles, 
feet, flabby tissues, all are 


crows- 


re-born by the use of this 





cream. 


tl E. Baruch, 
en's i dent of the company, has 


advised us that the par- 
substance 


vice-presi- 


ticular gland 
contained in this cream is 
the substance with which 
the South African natives 
bathe their entire bodies. He secured a sample of this 


substance and began the study of how to use it. 


Milson Co. Line 


Nine items make up the “Nobilitee” 
Ohio. 


packaged in glass jars and bottles with green tops. 


Presents “Nobilitee’ 
line of the Mil- 
son Co., Cincinnati, These are attractively 
Green labels edged with gold and with gold lettering, 
“Nobilitee 
Lothaire” follow 
out the color 
scheme. A sepa- 


label 
raised _ let- 


rate gold 
with 
ters gives the 
name of the prod- 





uct, 
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Dorothy Gray's Liquid Cleanser 
The new Dorothy Gray Liquid Cleanser is of thé 
milky type that stays emulsified. 
company different 


This cleanser, thx 


states, is 


from its regular liquefying 
does not 


compete with it and fills a dif- 


cleansing cream; it 


ferent need. It has two main 
purposes; the one, as a rapid 
in-between-time cleanser for 
any type of skin; the other, to 
be used regularly for an oily 
skin. 

The sensitive skin cream, 
which is quite a new addition 
to the line, was formerly sold 
only in the Dorothy 
salons, but is now being distributed through the regu- 
lar outlets. 





Gray 


We are also advised that Dorothy Gray has discon- 
tinued the square, dark blue enamel rouge compacts 
and powder compacts, and to bring their “skyscraper” 
compacts in line with present prices, they have reduced 
the price accordingly. 


Sheer Pharmacal Corp. New Packages 
A very appealing and 
inviting flavor is imparted 
to the new 
the Sheer 
Corp., St. Louis, by their 


packages of 
Pharmacal 


very simplicity and elimi- 
nation of all 
tials. 
plastic caps are used on 


non-essen- 
Lustrous black 


the white jars, and a tall 
tan cap is used on the bot- 
tle to harmonize with the 
fluid. 
foil, decorated with restraint in a modernistic design. 





ambe. Labels are 


Volupteé New “Flip” Compact 


Volupte new “Flip” compact, manufactured by the 


Superior Products Co., New York, is the latest nov- 
elty in vanities. The popularity of this mammoth 
vanity has been 
instantaneous. 
Its proportions 
are such that the 
average hand is 
coVv- 
hold- 
ing the open case. 
Conse quently, 
c om pactness is 


completely 


ered when 


not one of the 
claims for the 
new 
rather its 


case, but 
volu- 
minousness, 
which is 





rather 

startling when we consider that one of the main selling 
points of a vanity has been its compactness and con- 
venience for carrying. 
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Pocket Kit for Cosmetics 


4 German patent has been issued to Cleon Paton, 


Paris, France, covering a pocket kit for cosmetics. 
This is arranged to carry both dry and liquid prod- 
ucts. The device for carrying the liquid consists of 


a separate capsule like shell filled with absorbent ma- 
terial which protrudes slightly from the small end of 
the capsule. Claims for the device are that by em- 
ploying the absorbent material rather than a_ wick, 
the cosmetic is released only as a thin layer when 


rubbed and possibility of leakage is obviated. 


Schneider's New Manicure Novelty 


Schneider 
Brothers, Ince., 
Chicago, have de- 
veloped some- 
thing new and 
novel in the way 
of a manicure set, 
as is shown in 
the accompanying 
photograph. By 
pushing the re- 
volving door, the 
set appears ready 
for use. All of 
the requisite ar- 





ticles are packaged in this plastic molded ‘“Toto”- 
Tray. This is a very compact and convenient cass 
for the dressing table and an adequate means of keep- 
ing the products protected from dust and dirt. 


New Porous Powder in London 


A London beauty specialist has introduced a porous 
face powder which, when put into water, melts and 
produces a peach-like liquid. Women who have been 
content hitherto to use ordinary powder are now hav- 
ing their favorite shade copied in the new porous 
variety. 

Display of Jean Wade Toiletries 


A novel idea in 
shampoo prepara- 
tions recently 
made its bow in 
an unusually at- 
tractive 
display at Wool- 
Fifth 
avenue store. The 


window 
worth’s 


items shown were 
a shampoo jelly 
for blondes and a 
shampoo jelly for 
brunettes. These 
products are man- 
ufactured by the 
Jean Wade Labo- 
ratories, 231 Johnson avenue, Newark, N. J., a new- 
comer in the field of toiletries and a company formed 





to deal exclusively with toilet specialties distributed 
through chain stores. We are informed, other items 
are shortly to make their appearance under this trade 
name. 
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Marie Earle New Products 


Marie Earle, Inc., Be . — 
New York City, has § 
added three interest- 






ing new products to 
its line, a hand lotion, 
an eye wash and an 
eye cream. The hand 
lotion, is a “delight- 


fully soothing prep- 


Hane} 
Loaiontl 


~ 





aration for soften 






ing, whitening and pie 
beautifying the hands 
and arms.” The eye 
wash “cleanses and 
refreshes the eyes;” 
and the cream is for 
“softening and nour- 
ishing the thin tissue 
surrounding the 
eves = 
Matchabelli Sachets 

The latest addition to the line of the Prince Matcha- 
belli Perfumery 
Co.’s products is 
a set of sachets. 
These are devel- 
oped in attractive 
different 
satin bags in the 
Matcha- 
belli odors, the 


colored 
popular 


Ave Maria, Prin- 
cess Norina, 
Duchess of York, 


ete. Each is en 





closed in a cello- 
phane envelope. 


Primrose House Presents New Packages 
The charming design in silver and peach of the new 
dusting powder box of Primrose House, New York 
City, is shown below together with the bath salts 
bottle. 
the crystals of the bath salts have been improved, 


There is no change in the dusting powder but 


having a true pine fragrance. 
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What Will the Radio Do? 


Its Position in the General Advertising Plan 


Is Rapidly Taking Shape 


by S. L. Mayham 


NHE decided change in emphasis toward vigorous 
‘| direct selling and away from good-will programs 
in radio advertising was sketched by the writer 
former article. nature of 


ina This change in the 


broadcast advertising has met with almost startling 
success and like all exceptionally successful movement 
has brought with it certain unfavorable developments 
which will require time, study and effort to eliminate. 
Some of 


these evils have resulted from the wide- 


spread publicity given the tremendous public response 
to certain well-conceived programs. It has, perhaps, 
excellence of these 


been overlooked that the very 


programs is the reason for the success which they 


have attained Rather have the results been attributed 
to radio selling in general, and a “gold rush” with al 
difficulties and 


its dangers, disappointments — has 


followed the first “strike” by well equipped and 


thoughtful prospectors in the field. 


Reason Behind Response 


In many respects this was inevitable for it is difficult 
indeed to analyze the real reason behind a consumer 
response of more than 1,000,000 following a two weeks 
free goods offer The staggering size of the response 
overshadews the real 


reason behind it,—a carefully 











planned and well balanced pro 
gram of entertainment whic! 
doubtless 


following of 


commanded a_ large 
listeners befor 
any direct appeal or free offer 
was made. 

The effect of this over em 
phasis upon results without 
careful study of the reason for 
them has been that almost no 
radio advertiser now stops with 
a direct selling appeal, although 


Instead, a majority of pro- 


that is 


very effective. 
grams offei either in the form of samples 


of the 


premium 
advertised merchandise or something allied to 
the line. One house, for example, gives anatomizer 
for spraying the advertised product, another an at- 
although it is more usual 
Such offers 


with 


tractive bathroom accessory 
to offer a sample of the advertised goods. 


are being made in various forms and greatly 


varied results. 
Response to Direct Offers 


Early free goods offers consisted principally of direct 
This 


dreams of its 


sampling with no attempt at dealer tie-up. 


method 
sponsors. In 


succeeded beyond the wildest 


many instances responses _ literally 


swamped the facilities of the manufacturers, even after 
preparations. One 


what seemed more than adequate 


house received nearly 75,000 requests after a_ single 


announcement of its free goods plan. Another ran its 
announcement for three weeks and received more than 
300,000 requests. The lowest return over the larg: 
chains of which I have definite information amounted 
to nearly 15,000 after a three weeks’ offer. The number 


of stations used in these ranged from 13 


to 42. 
Now, even the lowest of these is an excellent return 


instances 


from a sampling campaign and must have produced 


results for the manufacturer with due allowance fo. 
duplicates, children’s requests and 


the like. 


curiosity inquiries, 


Place of the Local Program 
Nor have these results been confined to nation-wide 
Lroadcasts going out over the two great chain systems. 
Scattered through the country, there are many smaller 
chains, either controlled or voluntary, which hook up 


from two to ten stations, and in addition to these 
there are hundreds of small local stations broadcasting 
daily programs. 

Naturally, it is more difficult to secure authenticated 
information regarding advertising and its results in 
the case of these smaller enterprises, but sufficient in- 


formation is available to prove that comparable results 
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are obtainable through their use. One local station in 
New York with an appeal directed to a particular and 
rather limited group showed nearly 2,500 responses to 
an offer made three times through its microphone, In- 
teresting as well is the statement of one advertiser over 
a local station of general appeal. This store selected a 
limited number of items to be offered to the public only 
through the radio. No effort was made to display thes¢ 
goods. In fact, they were kept rather carefully out of 
sight. Despite this fact, call after call was made for 
them by listeners after each broadcast, results being 
greater than those secured through any other medium. 

Decidedly there is a place for the local station and 
for the localized chain. They serve the same purpose 
as the try out city in an introductory merchandising 
campaign, permitting the manufacturer to judge the 
effectiveness of his program. But they go even further. 
They afford excellent local media for specialized 
offers and are particularly suitable for the use of the 
small manufacturer whose distribution is more or less 
localized and whose appropriation for advertising is 
limited even if he had the facilities for national dis- 
tribution. The local station or chain will bring pro 
portionately as many customers to the store as will the 
more elaborate and costly national program. Experi 
ence has shown that an effective program will be list 
ened to from a smaller station as well as from a larger 
one, acceptance of the program depending upon its 
character more than upon the station. Going national 
is no more necessary in radio than in other advertising. 


Bringing in the Customer 


The turn from a mere sales talk to a free goods offer 
developed rapidly but a recent further change is even 
more significant and important. The direct sample 
offer has by no means been aban- 
doned by certain far-seeing manu 
facturers who have sensed the fact 
that the listener, by means of the 
offer, may be impelled to visit his 
local retailer. Accordingly the offer 
has been made conditional in many 
instances upon such a visit. 

The earliest offer of this sort 
made the dealer a distributor of the 
free goods but it was soon found 
that delays in securing the me 
chandise, wastes in distribution, 
careless handling, and in some in 
stances actual selling of the free 
goods militated against its success. 
A more successful system was then 
devised and is now quite generally 
employed. This system consists of 
honoring requests for free samples 
or other gift direct by the manufac 
turer, but only if accompanied by 
some evidence that goods have been 
purchased or the retailer at least 


visited. A label, an empty carton, 





or some other distinguishing device 
must be sent with the request. 


Returns from the first of these 
new offers were awaited with some 


& Essential Oil Review 






misgivings. Would the customer actually visit the re- 
tailer? Would she purchase goods for the sake of 
vetting something free? Would she remember the 
offer when she had occasion to visit the retailer? 
Experience speedily showed that she most emphatically 

Naturally, 
returns on this method were somewhat smaller than 


would and did do all of these things, 


those coming from the direct offer, but, allowing for 
regular customers who might take advantage of the 
conditions, they were more than sufficient to justify 


the method, especially when it is considered that 
profis on goods purchased for this purpose surely aided 


in defraying the expense. 


Co-ordinating Advertising and Sales 


It has always been one of the greatest problems of 
merchandising to co-ordinate advertising and _ sales 
efforts in such a way that consumers would contact 
their local retailers. Numerous methods of securing 
this vitally important contact have been attempted in 
the past with varying success. The use of the coupon 
has been reasonably satisfactory in some instances, 
especially if the coupon were redeemable for free goods 
or a part of the purchase price. Sample distribution 
was for years one of the standbys of the drug and cos- 
metic trade. It is hardly necessary to point out its 
wastes and disadvantages. Laws and local ordinances 
have almost put a stop to it now in many localities, 
and it has been practically abandoned by leading manu- 
facturers who formerly used it. 

Free offers reaching the public through circulariza- 
tion, printed advertising, window display and other 
methods have been fairly successful in some instances, 
but they have been difficult and costly to administer 
and even more difficult to check for results and returns. 
Direct selling from wagons prior to the opening of local 
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stores has had some success in rural sections, especially 
in the case of the grocery chains. It has never been 
successful in those larger centers of population where 
the great market for toilet goods is located. 

Window display has been a potent factor in attract- 
ing consumer attention especially when tied to adequate 
counter ramifications of this 


display. The many 


method, its difficulties and advantages are scarcely 
within the scope of this article, but it may be said that 
even its most optimistic proponents claim only a small 
percentage of direct returns. 

The radio, whether nation wide or local, would seem 
to be capable of bridging this wide and important gap 
between the ultimate consumer and the retailer. By 
no means all of the broadcast programs or all of the 
Most of 


returns more than com- 


radio free goods offers have been successful. 
them, however, have brought 
mensurate with the outlay and greater and more easily 


checked than those secured through the older methods. 


Too Much Free Goods? 


There are dangers in the present unchecked rush to 
offer free goods or premiums, however, and these should 
be carefully considered. There is obviously a tendency 
at present to overdo it. A great number of programs 
devoted to toilet goods, and to other merchandise as 
well, now use the free goods appeal in one way or an- 
Already 


returns, due perhaps to the nature of the offers and 


other. there are signs of a diminution of 
perhaps to public weariness. It is impossible to fore 
cast the public temper but it is reasonably safe to pre- 
dict that it will turn sharply away from anything which 
is so frequently repeated as to become wearisome. 
Possibly for this reason, some manufacturers have 
already stopped the free goods offer and have returned 
to straight commercial announcements. It may be said 
that these 
properly, are 


handled 
bringing the 


straight commercial appeals, if 


almost as effective’ in 
customer to the store as are the free goods offers. 
Careful tests in several instances have shown that the 
public, and especially women, will ask for radio adver 
tised articles and that good programs with the adver- 
announcement properly worded and 


tising carefully 


worked in are extremely effective. 


Effective Announcing 


It is unnecessary to retrace the steps taken in a 
former article regarding the scope and character of the 
commercial announcement. It should be brief, simple, 
Here the 
importance and only 

Probably too little 


manner in which the 


direct and carefully woven into the program. 
continuity writer is of utmost 
second to him is the announcer. 
attention has been paid to the 
announcement is presented, to the personality and 
adaptability of the announcer who presents it and to 
the listeners’ idea of what an announcement should be 
as distinct from that of the advertiser. 

If the free goods offer is to be made, it should be 


carefully planned and certain pitfalls are especially 


to be avoided. It is usually not advisable to make the 
In general, three weeks 
After 
that the law of diminishing returns begins to operate 


offer over too long a period. 
should be ample to reach the receptive listeners. 


and each response becomes more costly. If, however, the 
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offer is to be continued for a longer period, it is well 
to change it at intervals to other items in the line. In 
other words, if interest has been aroused in a cream 
over a three weeks’ period, the powder might be given a 
linked not only in the 


radio advertising but also in consumer acceptance. 


chance so that the two will be 


Announcements of free offers are frequently too com 
plicated. The listener, after all, is not greatly in 
terested in the advertisement even if she is enthralled 
by the program. If the announcement is too compli- 
cated, she will not understand it or even listen to it. 
Conditions of acceptance are sometimes too difficult. 
Very few listeners will go to great trouble to secure a 

Offers should be easy to 
trouble. The 


sacrificed in 


product even if it is free. 


accept without needless red tape and 
advertiser’s own advantage may well be 
part for the convenience of the prospective customer. 
Finally, free goods should be items which will be 
some 
Good- 


will depends upon their making the proper impression. 


satisfying to the recipient. She is going to 


trouble, if not to actual expense, to secure them. 


Unless they are well worth the trouble she took to get 
them, few sales will result from the offer. 

Fortunately, there are very few “contests” 
toilet 
necessary, therefor, to detail here the many objections 
method. If a 
should be 


among 


radio advertisers of preparations. It is hardly 


to this “contest” is being planned, it 
considered very carefully from all angles, 
giving due thought to the fact that there is hardly an 
advertising method which has so great a capacity for 
ill-will. 


winner; each loser will doubtless think that she should 


There will always be many losers to each 


“Fake!” in a loud voice 


and couple that unhappy word with the name of the 


have won; and each may cry 


advertised product in such a way that her friends will 
be quite willing to accept a definite connection. 


Radio Exclusively? 
toilet 
either as an experiment or through con- 


Quite recently, one or two manufacturers of 
preparations, 
viction, limited their advertising on certain products to 
radio alone. It is still too early to judge the ultimate 
iesults of this method, but, on its face, it seems scarce- 
Admitting all the 
radio as a medium and 


ly adquate or advisable. advan- 


tages of its apparently un 
paralleled success in bridging the gap between the con 
sumer and the retailer, it should still be used in proper 
relation to other media if fullest benefit is to be secured 
from it. 

For local work, the dai'y newspaper is a time-tried 
medium of great importance. For national advertising, 
magazines should not be abandoned even for the great 
benefits which now seem inherent in the newer method 
of broadcasting. Co-operation with dealers can be 
accomplished, only through adequate trade paper cover 
age. Each medium must be co-ordinated with the others 
and all must be used in a well-rounded campaign. 

Radio’s relation to trade paper advertising is doubt- 
less closer than to advertising destined for the eye of 
the general public. Here there can be no question of 
the desirability of a direct and intimate tie-up. Dealer 
acceptance is aided by a good radio campaign. Window 
and counter displays should be carefully planned to 


(Concluded on Page 79) 
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Industrial Co-Operation 


What the Trade Association Can Do for Industry 


and How the Work Can Be Organized 


by Raymond E. Bell, New York 


iW7 HENEVER an executive inquires: “Why should 
W I co-operate with my competitors?” I am led 

to wonder if he realizes the frequencey with 
which he is confronted in his daily life 


with the enigma of competition versus co 
In truth, we are continuously 


operation. 
confronted with choice as to whether we 
shall compete or co-operate in a particula 
undertaking. 

Take a golf foursome, for example. 
Here competition and co-operation scintil 
late back and forth in rapid succession 
during an afternoon. Or a business trip. 
On the train are competitors making sim 
ilar trips. All are co-operating in ord 
to obtain the comfort, convenience and 
security of travel which one alone could not supply. 

An individual business plans expansion through ad 
vertising and, to reach its prospective customers in 
the most economical and effective way, enters the pages 
of a trade publication in company with competitors. 
Competitors often congregate as tenants of a_ build 
ing in order to obtain facilities which would othe) 
wise be beyond individual reach. 

Obviously, such examples could be extended indefi 
nitely. In fact, the act of co-operating is so frequent 
in our daily lives that its seems strange that the ques 
tion, “Why 
answered at all. 

But it does. 


should industry co-operate?” has to be 


While the trade association movement, 
which is representative of industrial co-operation, ha 
been rapidly expanding during the last decade, its 
functions are still only slightly understood and vaguely 
appreciated by the general run of executives. It is 
true, the number of trade groups now functioning in 
industry is believed to be around 20,000 local, sectional 
and national organizations. The number is impressive 
and might, on first thought, be accepted as prima 
facie evidence that business men have already been 
convinced there is an important place for trade asso 
ciations. An examination of their activities, how- 
ever, leads to the conclusion that most of them repre 
sent but a mere start. 

Programs for conducting competition on an _ im- 
proved basis of intelligence and judgment have in the 
main been sporadic, lopsided and immature. This 
striking deficiency is easily explained when we find 
that even worth-while plans have seldom been sup 
ported with that conviction and concentrated attention 


which bring success to any undertaking. 
Function of the Association 
Trade association activities are not solely a matter 


of sociability and renewed acquaintances. They are 


not entirely an attempt to persuade competitors that 
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he conduct of business is a human enterprise. Their 
real function is to grapple with those knotty problems 
where only concerted action can accomplish results. 

Too few members of trade associations 
are seriously inquiring what specific mat- 
ters can be undertaken co-operatively to 
improve conditions. Too 
vaguely that 
something should be done. Too few have 


competitive 
many are merely stating 
reached the conviction that the day of 
the lone traveler is past. Too many 
are still considering, even under present 
conditions, if it were not better to travel 
the road alone. 

Industrial co-operation, of course, must 
be acknowledged as implying some _ indi- 
vidual restraint upon action. We cannot work with 
others without some modification of our own initiative 
and independent judgment. On the other hand, how- 
ever, it does not imply the complete negation of in- 
dividual action but is solely an effort at that co- 
operative discipline which will bring the greatest 
good to each of the individuals who compose the group. 

For over a century this country afforded vast op- 
portunities for industrial exploitation. Ever-widening 
markets quivered for development and individual en- 
terprise was encouraged to push forward without 
much thought of the way in which it was done. Quite 
naturally, under such circumstances, the belief grew 
to a controlling conviction that if a person followed 
his own pursuit, absorbed in the 


determination of 
what was good for himself and modified only by the 
most elementary regard for what was due to others, 
the greatest good would come to the greatest number. 
But times have changed. Markets are now satu- 
rated with merchandise. Virgin fields for develop- 
ment are disappearing. The ability to supply is now 
in excess of the ability to absorb. The contest for 
markets, now upon us, tempts the use of sharp prac- 
tices and wasteful methods which can so readily be 
translated into a threat of industrial destruction. 


Contact with Competitors 


In times past, there were other fields into which to 
escape when such methods of competition were met in 
However, our national 


one locality. markets have 


now been so completely absorbed and our lines of 
communication so improved, that business men find 
themselves compelled to live in close and intimate 
contact with the merchandising practices of others in 
their industry wherever they may go. 

That industries should form into groups for their 
mutual protection is not only a natural step, but a 
compelling one as well. Management is forced, under 
present conditions, to view trade association work as 
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one of its most important tasks. How shall such work 


be organized? In any plan of industrial co-operation, 
I give first place to what I would call the elimination 

I do not mean by this that 
be considered intelligent 
The 
of those hidden 


of competitive ignorance. 
business men not to 
well trained for their occupations. 
which I that 
obscured by competition. facts, in the 

the statistics forth the 
These cannot be compiled accurately 


are and 
ignorance to 
which 


first in 


refer is facts are 
Such 
stance, are which set volume 
of the industry. 
and promptly except through the medium of the trade 
association. 

Just how can any executive intelligently handle the 


problems of competition which confront him each day, 


unless he has an accurate idea of his relation to the 
industry as a whole in its immediate aspects and the 
trend over a period of time? How may he enter upon 


any intelligent plan of market development without an 


accurate knowledge of the total business which has 
been derived in that line during prior periods? 
Much Information Lacking 
Credit information is another subject which may 


national agencies 


credits in 


Our 
individual 


the 
detailed 


be treated in same way. 


give us information on 


a broad way, but credit executives need to know also 


how extensive are the commitments of his customers 


within the field of his own trade group. Much of 
the abuse of credits as a factor in competition arises 
out of lack of knowledge in this respect. 

Under the heading of ignorance or lack of knowl- 


edge may also be placed such problems of merchan 
jobbers, com- 
outlets. An 


various 


dising as the treatment of wholesalers, 


and retail 


experience in 


mission agents, chain stores 


exchange of industrial these 
fields of merchandising adds greatly to knowledge and 
judgment in the formulation of new plans for 
marketing. 

Cost information and methods of cost keeping, con- 
ducted within the legal down for 


co-operative activities, can be made extremly beneficial 


any 


limitations now set 
in raising the standards of competition to the level of 
knowledge and intelligence of a high type. 

These are only a few of the features of 
trade co-operation calculated to correct the deficiencies 


a plan of 


essential to 


of knowledge and experience which are 
executive action. Superimposed upon this founda- 
tion of reliable industrial information are the factors 


of mutual protection in the field of constructive trade 


development. In a number of cases today various 
phases of cooperative marketing are being undertaken 
with excellent results. 


Take advertising, for instance. Comprehensive ex- 


Italy to Assist Medicinal Plant Growers 
the 


passed to 


Italian 
encourage 
Under 

agri- 


Regulations have been issued by gov- 
ernment under a law 
and stimulate the growing of medicinal plants. 


them, courses of instruction in this branch of 


recently 


culture are to be established and will be open to those 
interested in agricul- 
ture and in pharmacognosy and it 
is hoped that the result will be increased production. 


such projects. Instruction in 


will be available 
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amples of this type of activity may be found in news 
papers and trade publications. Such programs are 
based upon the that markets 
must be preserved for the trade group as a whole, if 


recognition national 
the competing individuals are to have their share. 

Competitive marketing policies must be harmonized. 
When they their 
the industry as a whole, they may easily injure and 
the While 


petitors are concentrating on the capture of the avail- 


are not weighed in influence upon 


even threaten destruction of trade. com- 


+ 


able demand, substitute products frequently arise to 
the 


Consideration of the foregoing problems of trade co- 


divert market. 


Association and Trade Practices 


operation leads naturally to the study of proper trade 
practices which shall cleanse the industry of its dis- 
integrating features and preserve the high character 
Trade 
They 


the welfare 


of management as well as its investments. 


rules call for a meeting of competitive minds. 
can only arise out of a broad interest in 
of the industry, gained through regular meetings called 
the building and 
them into effect. 


The depression through which we have been passing 


for purpose of such rules putting 


has disclosed serious hidden defects in our competitive 
system that must weaken any previous conviction that 
a mere stimulating tonic is all that is needed to pro- 
future. 
ing to business, both small and large, to look to its 


vide for the Our present situation is a warn 
trade association work and develop it with the same 


careful attention that is accorded to private business 
enterprise. 

It is men to see that 
mercial shall not be 
indulged in with impunity; that selling below cost to 
the shall not unchallenged 


and price discrimination in 


incumbent on business com- 


bribery in its numerous forms 
injury of another 
that the effect of 
its various forms be recognized and measures adopted 


escape 


sinister 


for its elimination. 
There should be no compromise with secret rebates 
or confidential concessions. Interfering with the con- 


tractual relations of a competitor with his customer 
should be condemned as a festering sore in merchan- 
dising and a sale of orders be given competitive re- 
cognition as a purchase contract with that element of 
sanctity which the law construes as an essential part of 
our life. 

These are the elements of the call upon industrial co- 


business 


They represent a challenge to present day 
itself. 
not promote general welfare can no longer be ignored 


operation. 


business to cleanse Trade practices which do 
in the interest of character building and national sta 


bility. 


Meeting of Alliance Francaise 


The annual meeting of the Federation de l’Alliance 


Francaise was held at the Hotel Plaza, New York, 
April 2. The guest of honor was the French Am- 
bassador, Hon. Paul Claudel, and members of the 


diplomatic and consular staffs of Belgium and Switzer- 
The Ambassador of Belgium 
and the Swiss Minister were recently made honorary 
vice-presidents of the Alliance. 


land were also present. 


The American Perfumer 

























































— 


ORRIN Te 


see 


ere 


Se POLIT I ITEITE, II IRE FEIN enna Line lial 












































ea, 
on 


ind 


m- 
be 
to 
red 
in 
ted 


n- 
er 
in- 
re- 


of 


CO- 
lay 
do 


red 


nce 
rk, 
m- 
the 


um 
ry 


er 


mann = apm CPT REMER HA a ee 


ane OLLIE LLL EA TOOT RIS 


The Question of Class or Mass 


Should You Advertise Your Product 


to Everybody You Hope to Sell? 


by Leroy Fairman 


XYOME years ago the owners of a newspaper con- 
cluded that they could never get rich publishing a 
highbrow sheet, and that there wasn’t enough of 

either fun or glory in that pursuit to com- 
pensate for the thinness of the profits. 
Having arrived at this decision, they put 
it into effect, and a newspaper which had 
for many years been a model of all the 
journalistic dignities and proprieties be- 
came, almost overnight, as lurid and sen- 
sational as its editors knew how to make 
it. 

Two things happened. A 
clientele of old-fashioned 
dropped that paper as if it had been a hot 
brick, and the great unwashed and un- 
tutored, being well served and thorouhly satisfied with 
sheets of even a yellower hue, paid next to no atten- 
The publishers soon found that 


horrified 
conservatives 


tion to the newcomer. 
they had swapped a moderate success for a nearly total 
failure. 

Down on the East Side of New York City there was 
once a retail establishment not entirely disconnected 
as Mr. Dickens would have put it—from the women’s 
garment business. This concern had built up a mighty 
thriving and prosperous business catering to the maids 
and matrons of the Grand Street district—a business 
not to be sneezed at, as anybody who has ever witnessed 
a Grand Street Easter parade may well appreciate. 
But this concern was both progressive and ambitious, 
and that irresistibly seductive siren, Fifth Avenue. 
beckoned and would not be denied. 

Few Fifth Avenue shoppers, it may be supposed, at 
first recognized in the pretentious newcomer a grad- 
uate from East Side mercantile circles. Its store was 
located right up among the finest of the old-established 
shops; in inner arrangement and fittings it was posi- 
tively the latest word in swanky elegance, and I have 
no doubt that the goods it sold were chosen with all 
due and proper regard for the requirements of the 
class of people from which custom was expected. The 
advertising, too, was strictly Fifth Avenue in every 
detail, and would have done credit to any fashionable 
shop in the land. 

For a time it seemingly flourished; there would 
appear to be many reasons why it should have flour- 
ished permanently, for surely it had behind it brains, 
enterprise, experience, money, and the will to succeed. 
If, to put it mildly, that store has not been as success- 
ful and profitable as was its humble East Side prede- 
cessor, the lesson is clear enough without attempting to 
explore the underlying causes. 

These two incidents, and others of the same kind, 
occurred to me a few days ago in the course of a con- 
versation with the manufacturer of a fairly well-known 
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product. I had just noticed his advertising in a publi- 
cation circulating almost exclusively in about the lowest 
stratum of magazine readers, and asked him whether 
he though such circulation represented a 
wise use of his money. 

He thought it did. 
plained, “one of the beauties of my prod- 
uct is that it doesn’t have to take a back 
seat for quality with any of ’em, and at 
the same time its price brings it within 
pocketbook range of everybody. The 
dames on Park avenue can’t buy any- 
thing better, no matter what they pay, 
and the gels who work over in the Jersey 
silk mills can pay its price without a 
pang. So I advertise it to all of ’em.” 

“Do you advertise in the publications reaching the 
small town and rural field, too?” 

“You bet I do. I’ve got pretty good distribution out 
among the sticks, and while I don’t get much business 
from ’way out yonder, I’ll get it in time. And it’s 
We folks in the 
appreciate, the 


“You see,” he ex- 


worth going after and keeping after. 
big cities don’t half understand, or 
rural field. The women and girls out in the little hick 
villages and farming communities are just as well in- 
formed, just as up-and-coming, just as anxious to have 
the latest and best of everything, just as determined to 
dress and adorn themselves in the latest mode, as the 
city women are. It’s a great, big, rich market, and any 
man in my line is silly if he neglects it.” 

“So I’ve heard before, somewhere or other,” I re- 
But answer 
When you invented your 
estimable product, did you intend it for high class trade 
or low class trade?” 


plied, “and far be it from me to dispute it. 
me this question, please. 


“For high class trade.” 

“And you advertised it, didn’t you, in Vogue, and 
other publications of that general type?” 

“Yes; and, for that matter, I still do. 
get what you’re driving at.” 


I don’t quite 


“Maybe I’m not driving at anything of any special 
importance,” I replied, “but just to continue gratifying 
my insatiable curiosity, tell me how your business now 
is in those rarefied upper regions where you first intro- 
duced your product.” 

“Well,” he conceded, “none too good. But business all 
Besides, I’ve been 
pushing harder in other fields and haven’t paid so 
much attention, lately, to what you call the rarefied 
upper regions.” 


along the line is nothing to brag of. 


“There are two or three more questions I’d like to 
ask,” I said. 
if you had confined your advertising and your sales 


“Would you have been better off, today, 


effort to the high class trade, and let your product seep 
out into other fields in due process of time and by its 
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own momentum? In which case, of course, you would 
have given it a smarter and more expensive packing, 
and charged a higher price for it. Or, on the other 
hand, would you be better off if you had introduced and 
advertised it to the masses, and let the classes go 
hang? 
logical one, would it not have been the wiser course to 


And, whichever market you decided to be your 


confine your advertising to the publications reaching 
that class, instead of advertising to the entire popula 


9 


tion of the country? 


“Well,” replied my friend, after a few moments’ 
consideration, “to be perfectly frank, I don’t know! 
What do you think?” 

“I think,” said I, “that you ought to have figured 
these things all out, years ago, when you started in 
business.” 

This question of markets, and the advertising media 
through which to reach them, is a most important one. 
We can all call to mind products which have been 
marketed through the finest shops and better class 
drug stores, which have been advertised only in an ex- 
ceedingly dignified manner in class publications, and 
which have attained a distinguished and enviable suc- 
cess. We can recall] products which, at popular prices, 
have been advertised to the masses and have never 
made their bow to the classes through the finer type of 
publications, and which, too, have been most successful 
and profitable. And we can also recall products which 
have been marketed through every possible distributive 
channel, and advertised in all types of magazines and 
newspapers, and have been notably successful. Not 
withstanding this, the question of markets and mediums 
is not a simple one. 

It all depends, I think, upon the product. It seems 
clear that the most exclusive Park Avenue lady would 
see nothing incongruous in using the same kind of 
manicure outfit that is used by the shopgirl or the 
farmer’s daughter. Dentifrices are so nearly identical 
in kind, characteristics and prices, that the upper 
classes should not feel a shudder running down their 
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The Spur 


aristocratic spines at the thought that the women over 
on the other side of the railroad track use the same 
brand. And how about a 
group of cosmetics bearing the name and the scent of 


But how about a perfume? 


some perfume which was primarily created for, and 
marketed to, the upper classes? 
entirely different matter. 


That, possibly, is an 


I do not mean to suggest that the sale of any toiletry, 
no matter how rare, how exclusive or how costly, should 
be rigidly restricted to any one class of retail outlets. 
If the girls who work in the silk mills of New Jersey 
or the canning factories of Minnesota want to buy it, 
and are willing to pay the price for it, let them have 
it by all means, and place it at their disposal in the 
drug or department stores they patronize. Such a 
demand is often a factor in the healthy and logical 
growth of a business. News of the rarity, the ex- 
clusiveness, the transcendent quality, the high desir 
ability of a product will percolate to districts that are 
remote from the scene of its advertising activities, 
arousing a fierce determination to possess it in the 
breasts of the more ambitious. Those who do secure it 
flaunt it and boast about it, thus exciting envy and 
emulation among their neighbors—and so it goes. 

A product should be sold wherever there is a profit- 
able market for it, but how about the advertising? 
Can an unwise choice of mediums and ill-advised copy 
do a product irreparable harm? 

I have wrangled and disputed with space salesmen 
as much as I intend to, and I have no desire to start 
anything that I may be called upon to defend by irate 
magazine or newspaper representatives; but I am 
firmly convinced that the mere fact that a publication 
has a tremendous circulation by no means makes it a 
desirable advertising medium for a quality product. 

Mr. Ernest Elmo Calkins, in his entertaining remi- 
niscenses now running in Advertising & Selling maga- 
zine, tells of a rejoinder which Uncle Henry Wilson, 
advertising manager of Cosmopolitan Magazine in its 
early days, made to an advertiser who asserted that 

that magazine was read only 


by manicure _ girls. “Good 
Heavens!” exclaimed Uncle 
y Henry, “is it possible there 


million manicures in 


America?” 


are a 


His meaning was, of course, 
that a million circulation can- 
not be confined to any one class 
of people, but must necessarily 
embrace a large number of rep- 
resentatives of every class. In 
these days of vastly swollen cir- 
argument has 
familiar one, and 
many advertisers find it hard to 
answer it. 


culations, this 


become a 


Many a time I have 


heard a space salesman. say, 


with an almost pitying smile, 
“My dear sir, our umpty million 
circulation covers the high-toned 
folks you say you want to reach 
much more thoroughly than does 
You USE the So-and-So, with its two or 
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three hundred thousand. Here are the figures that 
prove absolutely that this is the case. And here is 
a map of the most exclusive residential section of 
Cleveland, Ohio, with our subscribers spotted in red. 
We have more readers in that section than any two of 
the so-called class publications you are using. How 
can you justify the use of such publications, and leave 
us off your list? Relatively, you pay them five times 
our rate; by using us, you can reach al] your so-called 
exclusive classes and umpty millions more who have 
the money to buy your goods and whose trade is just 
as profitable as anybody’s. Are you in business to 
make money, or what is the idea?” 

All of which is partly true, and the plausible half- 
truth is a slippery thing to handle. 

In a country like ours, it happens, more often than 
not, that Mrs. Toplofty Vandergosh was born on the 
other side of the railroad track. Although, by dint of 
ambition and a fortunate marriage, she has risen far, 
she still possesses a sneaking liking for many things 
her present station in life forbids. She bootlegs some 
Not even her maid knows that 
When she lights a costly imported 
cigarette she often wishes to St. Patrick that she could 


of these forbidden joys. 
she chews gum. 


get hold of a package of Sweet Caporals once more. 
And while she reads, relies upon and truly enjoys the 
magazines edited for the class and station of life which 
are now hers, she watches her opportunity to devour 
avidly various magazines and newspaper supplements 
of the most sensational, romantic and sexy nature. 
Many a matron, even to the manor born, sees to it 
that such publications get into her home, and snatches 
a few minutes of unholy joy in their examination. 

All this must be granted. But are these publications 
necessarily good mediums in which to reach and sell this 
What are the high-toned lady’s 
reactions when she sees advertised, in some wildly sen- 


type of consumer? 


sational screen magazine, or some publication earnestly 
devoted to the warmer phases of “love nest’ pornog 
raphy, a toilet product which was introduced to her 
through the discreet advertising columns of the Spur, 
and which she believes to most particularly interpret 


and supplement her own personality? Is she pleased 
to find that product urged upon the readers of our most 
sensational and salacious publications? Will she feel 
flattered to find her pet intimate 


personal toilet accessory recommended to all the over- 


perfume or othe 


dressed and overrouged little shopgirls of the country 
Will she 
continue to use that product, or will she look about for 


as particularly suited to their personalities? 


something else? 


These questions, it seems to me, answer themselves. 


Protest Duty on Manicure Sets 

The New York Merchandise Co., Inc., et al., New 
York, in protests 500066-G, ete., claimed that lined 
boxes covered with surface coated paper and contain 
ing a nail file, scissors, buffer, ete., classified at 50 per 
cent ad valorem under paragraph 230 of the Tariff Act 
of 1922 or 1930, should be returned for duty at 5 cent 
per pound and 20 per cent ad valorem under paragraph 
1305, of the Tariff Act of 1922 or paragraph 1405 of 
the Tariff Act of 1930. 

Justice J. Sullivan, in T. D. 18409, upheld the claim 
in accordance with stipulation of counsel. 
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What Will the Radio Do? 
(Concluded from Page 74) 
take full advantage of the radio programs as well as 
The very nature 
of radio as a bridge between consumer and retailer 
demands such treatment. 


The Place of Radio 
Radio’s principal work, that of bringing the customer 
into the store is being well done. 


of the newspaper and magazine copy. 


Its success in this 
particular field is predicated upon its close resemblance 
to one of the world’s oldest and withal most effective 
means of advertising, the word-of-mouth method. It 
is really word-of-mouth advertising on a tremendous 
scale, lacking only the single element of visible pres- 
ence to complete the picture. That, I am convinced, 
we shall presently see as television becomes a com- 
mercial possibility, and at a day not far distant. 

This work is likely to be better and better done as 
time goes on _ provided planned and 
executed with certain fundamentals in mind. 


programs are 
The user 
4 


of the product should be considered when the type of 
program is selected. Certain types of people may 
reasonably be expected to like certain types of enter- 
tainment. Whatever the type, the program must be 
well done. If it is opera, it must be fine opera; if jazz, 
it must be superlative jazz. Radio, after all is pri- 
marily entertainment and there are too many fine pro- 
grams to permit of success for a poor or mediocre one. 

Advertising announcements at their best are brief, 
simple, direct and carefully woven into the programs. 
They are presented effectively by carefully chosen an- 
nouncers. They should not be allowed to interfere too 
much with the listener’s enjoyment of the program or 
the anticipated results will not be forthcoming. 

Then, as a final word, when you are on the air, don’t 
sit back and beam with a feeling that all is now well 
and that the customers will be waiting in lines before 
every retail establishment as soon as it opens in the 
morning. Study your program; dismiss preconceived 
ideas; take counsel from the advertising agents and 
the broadcasting companies. And above all, pay at- 
tention to the voice of Mrs. Listener, and make changes 
and improvements accordingly. 

The returns from radio advertising depend, of course, 
on what is done and how it is accomplished, but they 
depend a great deal more upon whether Mrs. Listener 
likes it. 


Inter-American Arbitration Tribunal Formed 

An Inter-American Arbitration Tribunal, operating 
in the United States and in which business men in 
the United States and the representatives, agents or 
attorneys of business men in other American Repub- 
lics may arbitrate commercial disputes under adequate 
legal safeguards, whenever both parties voluntarily 
agree to submit to arbitration, was announced at a 
luncheon at the Bankers Club in New York, under 
the auspices of the Inter-American Commercial Ar- 
bitration Council, on April 5. 
dent of the Atlas Utilities 
of the Inter-American Commercial Arbitration Council, 


Floyd B. Odlum, presi 


Corp., is chairman 


and presided at the luncheon at which the plans for 
the tribunal were announced. 
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The Time for Equitable Taxes 

yo our last issue, the House of Representa- 

tives, after a more liberal discussion and debate 
than has ever been granted on a tax measure, has 
passed and sent to the Senate its version of the 
revenue bill. The general sales tax was eliminated 
by the House on two polls and in place of it nu- 
merous miscellaneous taxes were placed on various 
kinds of business, among them a ten per cent 
“excise” levy on perfumes and toilet preparations 
including toilet soaps. 

This proposed tax is directed against a particu- 
lar industry already hard put to maintain a good 
record of production and employment. It taxes 
products essential to the health and well-being of 
the people. Its rate is so excessive as to make it 
impossible of absorption by the manufacturer and 
extremely difficult to pass on save in a manner 
calculated to raise prices to the ultimate consumer. 

This is especially true in the case of merchan- 
dise sold through the “five and ten cent” store, 
which is estimated to make up fully one-third of 
the total volume of toilet goods and which is de- 
signed for the health and benefit of those who can 
least afford heavy expenditures. On this busi- 
ness the margin of the manufacturer is so small 
that absorption of more than a very small fraction 
of the tax is utterly out of the question, while at 
the same time the stores will find it extremely 
difficult to pass the tax on without altering funda- 
mental principles of merchandising on which 
their whole success has been based. 

The effect of such a tax upon the manufacture 
and sale of toilet preparations will be disastrous 
to those engaged in this business. Also affected 
will be the sellers of raw materials and supplies to 
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the industry and a very direct effect on govern- 
mental revenues will eventuate since a large pro- 


portion of the raw materials consists of dutiable 


imports. 

In line with leaders of industrial opinion, we 
strongly oppose the singling out of particular in- 
dustries for taxation and especially for taxation 
at excessive and confiscatory rates. The business 
community generally realizes the necessity of a 
balanced budget. Congress realizes it as well, but 
there are other means of bringing this about than 
to single out particular industries for burdensome 
taxation. 

One method best calculated to raise revenue 
without undue burdens is to recognize an existing 
condition and take steps to bring it to the advan- 
tage of the government in the emergency. A tax 
on non-intoxicating alcoholic beverages (the “light 
beer” of the politician) would accomplish this pur- 
pose. It would, according to conservative estimates, 
bring in a revenue of almost $250,000,000 annually 
and do away in large measure with the necessity 
for sales taxes of any sort. Why not face the fact 
and recognize publicly that such beverages are 
sold in large quantities without any taxation at 
present? It is already recognized indirectly by 
the proposed heavy taxes on materials for their 
manufacture. 

With the pros and cons of prohibition as a pub- 
lic policy we have no part. We have taken no 
public position on it in the past nor do we expect 
to in the future. But we urge our national legis- 
lators for once to be realists and not theorists and 
to place a tax upon something which already exists 
and will continue to exist to the great profit of a 
small minority of our worst “citizens” until it is 
recognized and brought under the regulation and 
the taxation of the government. 

Finally, the general sales tax; we have opposed 
it as uneconomic taxation and as leading to a con- 
tinuing and growing burden from which we shall 
never escape once it has been enacted. We still 
believe in our former arguments, but as between 
a moderate sales tax which can be absorbed by the 
manufacturer and a special high levy upon hand- 
picked industries, there can be but one choice. We 
urge relief from these special and burdensome 
taxes, even at the expense of the general sales tax 
if need be. But we also urge that its enactment 
be hedged about with safeguards to prevent its 
becoming a permanent burden. It should’ be 
coupled with definite and distinct provisions for 
the reorganization of the National government, 
the curtailment of activities of doubtful value, and 
a sharp reduction of Federal expenditures. 
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BOND MANUFACTURING CORPORATION 
Wilmington, Del. 
AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW, 
432 Fourth Ave., New York City. 
GENTLEMEN: It is with a great deal of pleas- 
ure that we tell you a prospective client of yours 
asked us which was the leading magazine in the 
perfumery and toilet goods trade. Of course the 
answer was THE AMERICAN PERFUMER, which 
we have found so successful. 
We have been advertising in THE AMERICAN 
PERFUMER since we started in business and we 
have watched it grow with a great deal of in- 


terest, and likewise our business has grown. So 
we really do know that you have a booster for 
your magazine and we can verify the benefits 
derived from our association. 

With kindest regards, we are 


Yours very truly, 
BOND MANUFACTURING CORPORATION, 
CHARLES A. TOME, Vice-President. 























The government should be made to live within 
its means without the imposition of permanent 
additional taxes. When the present emergency 
has been taken care of, we shall continue to urge 
our readers to do everything within their power to 
bring about governmental economy and we hope 
that our position will be supported by a united 
industry. 


Attend the Convention 


T HERE has never been a time when co-operation 

through the American Manufacturers of Toilet 
Articles was more important than at present. The 
current reaction has increased the problems of the 
manufacturer of toilet preparations and has made 
him feel more keenly than ever the need for counsel 
and advice and the pressing importance of working 
in friendly co-operation with his competitors. Ac- 
cordingly the annual convention at the Hotel Am- 
bassador, New York, April 26, 27 and 28 should be 
of greater interest than ever before. 

We need hardly mention the entertainment fea- 
tures except to say that they will uphold the stand- 
ard of former years. The business program, ap- 
pearing elsewhere in this issue, indicates a broader 
scope for association affairs not only at the meeting, 
but throughout the coming year. 

All of us are anxious to make the A.M.T.A a more 
important influence upon the cosmetic business. 
Many of us would broaden the scope of its activities 
to include badly needed co-operative service attain- 
able in no other way. The way to insure a broader 
scope and longer agenda during the coming year is 
to attend the convention, take a part in its proceed- 
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ings and voice your wishes and desires regarding 
the association’s future. 

The members of any trade body determine what 
the organization will be and what it will seek to 
accomplish. The benefits which they reap from 
their association are measured largely by the 
amount of thought and effort they give to its affairs. 
This is as true of the A.M.T.A. as it is of every 
other trade organization. 

Accordingly we urge you to attend the forthcom- 
ing convention. Take part in its program. Join 
with your fellows in a thorough discussion of trade 
practices. Urge changes and additions to the asso- 
ciation’s activities if you wish them. Meet your 
friendly competitors. Enjoy the excellent enter- 
tainment features. The place for suggestion and 
criticism is at the meeting and the way to accom- 
plish results is by attending and working with the 
other members. 


Paris” Label 
( NE thing has not suffered from the recent de- 
pression and that is the capacity of the manu- 
facturers of toilet preparations and perfumes to 
worry about the competition of their foreign col- 
leagues. In fact, this worry has increased mightily 
during recent months and especially since the Fed- 
eral Trade Commission has decided that manufac- 
turers will not be permitted to dress themselves in 
the lion’s skin of a foreign atmosphere and a 
“Paris” label unless they are justly entitled to a 
real Paris address. 


Radio and the 


For years it has been urged upon the makers of 
toilet preparations in season and out of season that 
they pitch their inferiority complex and their 
pseudo-foreign atmosphere out of the window and 
come out boldly as American manufacturers of su- 
perior products. They have access to the same in- 
gredients; they are at least equal in scientific 
knowledge; and they are undoubtedly superior in 
manufacturing ability to their foreign competitors. 
In fact, there is no doubt at all that many of their 
products are unequalled in the world. American 
cosmetics sell well abroad. Germany and England 
buy them in large quantities and Paris, itself, 
“home” of beauty products takes to itself quantities 
of American toiletries each year. 

However, instead of taking advantage of these 
facts to tell the world how good American toilet 
preparations are and can be, we still find some of 
the makers hiding their lights under a bushel of 
foreign phrases, and fretting lest the Federal Trade 
Commission reach their cases next. 

It has been urged many times that a campaign of 
education be undertaken by the American manu- 
facturers working co-operatively to bring home to 
the American women the worth of American cos- 
metics and the utter fallacy of the claims of for- 
eign superiority. However, nothing has been done. 
Now there is available a publicity medium unex- 
celled for this particular purpose, a medium which 
has succeeded in selling individual toilet products on 
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an almost unheard of scale, a medium which has ad- 
vanced the French atmosphere idea on special adver- 
tising campaigns, and a medium readily suited to 
the purpose of advising women of the superiority 
of American products. That medium is radio. 
For a cost reasonable in relation to probable re- 
sults, the cause of American toilet preparations, and 
even American perfumes, can be brought direct by 
word.of mouth to literally millions of women, eager 
to be sold on radio advertised products as ex- 
perience has amply demonstrated. American houses 
using the radio should certainly emphasize the 
idea of “Fine American Cosmetics, Made in the 
U. S. A.” But a program of joint radio publicity 
or co-operative advertising would be given better 
The cost to individual manufacturers would be 
small. The results would more than repay even 
the smallest of them. And for once, results can 
almost certainly be predicted. Who will bring this 
before the coming A.M.T.A. convention, or who 
will launch the idea on an independent existence? 
There is much to be told. Let’s begin to tell it. 


Colorful Advertising 

YOING over a copy of our March issue, the edi- 

¥ torial writer, who is—or at least is supposed 
to be—unconscious of the advertising section was 
struck with the number and beauty of the announce- 
ments presented to our readers through these pages. 
Both colored inserts and regular black and white 
advertisements, it seemed to him, have been meas- 
urably improved in recent months until the entire 
section vies for reader interest with the accomplish- 
ments of his own department. 

Studying this advertising section was a liberal 
education in toilet goods manufacturing and a 
stimulus to the possible improvement of the text 
pages. Nor did he find his eye seeking only the col- 
ored inserts with their attractively pictured ar- 
rangement. Each of these added measurably to the 
interest aroused by the announcements in black and 
white through which they are scattered, and every 
advertiser seemed to profit through the general 
beauty and attractiveness of the entire section. 

But what of reader interest, the sine qua non of 
the editor? Well, readers of THE PERFUMER do 
read the advertisements. Sometimes the writers 
wonder whether they read the articles and news 
items. Sometimes the editorial writer wonders who 
reads his carefully constructed masterpiece. But 
who could help reading a section so colorful, attrac- 
tive and interesting as that devoted to the advertise- 
ments? Frankly, the editorial writer will be a 
confirmed reader of this section himself in the 
future and he knows he will profit greatly by its 
perusal. 


“Mr.” Will Rogers on Taxes 


“Everything we buy should have its equal pro- 
portion of tax, outside of cheap food and cheap 
clothes.” 
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Coty Wins Trade Mark Case 

a decision won by Coty, Inc., New York, in 

the Common Pleas Court Number 5 of Philadelphia 
County, Philadelphia, Pa., against the Sun Ray Drug 
Co., accused of breaking open a special Coty combina- 
tion package and selling the contents separately. Evi- 
dence was offered that the Sun Ray Drug Co., a cor- 
poration controlled by William, Joseph and Jacob 
Raboff, operating two drug stores in the city of Phila- 
delphia, had purchased large quantities of the special 
Coty combination package, containing regular size box 
of Coty face powder and a specially designed flacon 
of Coty “L’Origan” perfume, created for sample dis- 
tribution only, bearing the trade mark label of 
“T’Origan” and stamped on the back “Sample only. 
Not for sale.” 

The defendants broke open the boxes, destroyed the 
booklets contained therein, removed the trade mark 
label from the perfume samples and sold these bottles 
under the advertisement that they were Coty’s regular 
65c and 69c perfumes which were being sold for 29¢ 
and, later, for 19c. They also sold these sample bottles 
of “L’Origan” perfume after removing the label to cus- 
tomers requesting other perfumes. Furthermore, they 
displayed in their stores a sign reading “Present con- 
ditions have compelled manufacturers to unload na 
tionally advertised merchandise at unheard of prices. 
We pass these remarkable values on to you.” 

The Court held that the undisputed testimony clearly 
disclosed the Sun Ray Drug Company to be guilty of 
the charges and that their acts were destructive of 
the good-will of the plaintiffs in their name “Coty” 
and “L’Origan” that the law is clearly estab 
lished that trade marks, trade names and the result of 
extensive advertising constitute elements of good-will 
which the courts will protect. In addition. the Court 
held that selling the sample bottles of “L’Origan” for 
other perfumes is unquestionably a fraud on the public 
and should be restrained. 

The Court concluded that the destruction of the 
copyrighted words “L’Origan” and “Coty” and of the 
trade marks on Coty’s sample bottles was constructive 
of Coty’s good-will and an infringement of property 
rights; that the advertising by the Sun Ray Drug Co. 
that Coty’s perfumes regularly sold for 65¢ and 69¢ 
were being sold for 29c and 19¢ constituted a fraud 
upon the public, that the Sun Ray Drug Co. had no 
legal right to destroy or injure the plaintiffs’ copy- 
right or trade mark; that the words “Sample only. 
Not for sale” on the back of labels which are trade 
marked and copyrighted do not prevent the plaintiffs 
from enjoying full property rights in the trade marks 
and copyrights; that the defendants should be re- 
strained from destroying the labels on the sample 
bottles or destroying the plaintiff’s trade marks and 
copyrights in a manner detrimental to their good-will; 
that the defendants should be restrained from adver- 
tising the sample bottles as regular Coty merchandise; 
and—finally—that the costs of the legal action should 
be paid by the defendants. 


Discipline 
A penny saved is more than a penny earned; it is 
a demonstration of self-discipline—The Silent Partner. 
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in Cosmetics 


Research Promises to Establish the Food Element 


As an Important Ingredient of Creams 


by Maison de Navarre, Ph.C., B.S. 


labored to 
and to 
alkaloids or 


OR almost chemists have 


discover 


a century 
the active principles of 
obtain them in purified form, be they 
Thus after years of 
research, Funk in 1911 claimed the isola- 


‘ 


foods 


glucosides. several 
as he called it. 
the antineuritic 
years later, Mc- 
discovery of an- 
other the antirachitic vitamin D, 
and in than three the 
discovery of this vitamin, Hess and Steen- 
working independently, reported 
simultaneously the possibility of 


tion of a pure “vitamine,” 
This first 

vitamin B. 
Collom 


isolation was 

Several 
announced the 
factor, 
less years from 
bock, 
almost 
conferring 
foods by 


antirachitic 
exposing 
Finally, 


properties on 
them to ultra-violet 
through a rapid 


dis- 
coveries by Unger, Chick, Hume and Mellanby, Hess 
reported that sunlight itself would prevent and cure 


radiations. series of 


that the 
rays for this purpose. 


rickets and shorter rays were the effective 
As the basis for work on cosmetics, it may be pointed 
1924 succeeded in 
conferring antirachitic properties on the non-saponifi- 
able fraction of vegetable that is the “sterol” 
fraction. “After the discovery that this activity resided 
in the sterol fraction of foods, it believed for a 
time that cholesterol was the substance activated by 


the ultra-violet radiations. 1926, 


out that Hess and his co-workers in 


oils, 


was 


However, in Rosen- 


heim and Webster discovered that ergosterol, when 
irradiated, possessed antirachitic properties. A few 
months later, Hess and Windaus demonstrated that 


the antirachitic property of cholesterol was due to some 
contaminating sterol and not to cholesterol.” 

The Webster the 
showed the ergosterol possessed the same absorption 
bands as cholesterol but that they were from 1,500 to 
2,000 in the latter. Further re- 
search showed that three substances were produced by 
the irradiation of ergosterol, only one of which was 
active against rickets. Finally, after summing up the 
efforts of many workers, a stable, standardized solu- 
tion of irradiated ergosterol was produced, the potency 
of which is adjusted to 250 times the vitamin D content 
of standard codliver oil. 


studies of using spectrograph, 


times as intense as 


This is sold under the name 
“Viosterol” under license to the Steenbock patent which 
is held by the University of Wisconsin Alumni Re- 
search Foundation. The introduction of a standardized 
irradiated has distinctly advanced the 
vitamin question both from the scientific and from the 
practical side. It represents a distinct advance over 
former more or less crude extractions. 


ergosterol 


While calcium and phosphorus may be supplied in 
the diet in sufficient quantities, a deficiency in vitamin 
D is followed by a profound change in the assimilation 
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of these elements. These changes manifest themselves 
in an altered composition of the blood, bones and teeth. 
The altered blood condition causes disease of the skin. 
The cells lose their ability to respond to 
stimuli and are no longer able to main- 
tain the The ability of 
the cells to combat disease is lessened and 
the individual shows a susceptibility to 
limited vital capacity and a 
tion to colds. 

The distribution of 
mon 


tone in tissues. 


predisposi- 


vitamin D in 
materials is 


com- 
limited. Thus 
Macy concluded that “the great obstacle 


food 


one meets in attempting to supply vitamin 


D is that so few of natural foods 
contain it in amounts sufficient to prevent 

rickets.” 

Where then can we 


important vitamin? 


our 


or cure 
find a sufficient supply of this 
There is considerable evidence to 
support the belief that a vitamin-containing cream can 
supply a substantial share of the vitamin D which is 
needed for health if it is applied regularly. It is, how- 
ever, true that the purpose of administering vitamin 
D may be defeated if there is not an assured optimum 
supply of vitamin The latter can 
be readily secured from a diet which includes liberal 
supplies of such 


A at the same time. 


items as carrots, spinach, lettuce, 
orange juice, whole milk, butter and eggs. McGarri- 
son’s experiments indicate that vitamin A maintains 


the functional health of the cells covering the body 


surface. Thus the combination of vitamin A and 
vitamin D should give perfect skin health. 
Mode of Action 
The action of irradiated ergosterol upon the skin 


cells has been the subject of numerous investigations. 
While differences of opinion still exist, there is evidence 
that the direct action upon the cells of vitamin-bearing 
substances is of considerable importance. 
any effect it is that the cells be 
individually to produce a general reaction. 


To produce 
reached 
For this 
purpose, the mechanism of cell reaction demands that 
the substances acting upon them be in the colloid state. 

It has been suggested that, according to the “modi- 
fied lipoid theory,” a change in surface tension is the 
means of penetrating skin surfaces. the cell 
membrane is a concentrated fat emulsion, it is per- 
meable to either fat soluble or water soluble substances, 
depending upon the surface tension.” 
possibly 


necessary 


“Since 


As a lipoid, and 
irradiated ergosterol 
possesses the ability to lower interfacial tension and 
increase cell permeability, thus favoring prompt pene- 
tration and action. This is brought about more rapidly 
by a light massage whereby the substance is worked 
through the pores into the corium. 


along with lecithin, 


Here according to 


April, 1932 83 




































































SECTION OF THE SKIN SHOWING (A) SKIN SURFACE 
(B) PorRE OPENING OF (C) OL GLAND, 
AND (D) CoRIUM 


recent experimental evidence it plays an important role 
in the adjustment and stimulation of metabolism be- 
tween cells and their surrounding media. 

Undoubtedly irradiated ergosterol through its rich- 
ness in vitamin D stimulates growth and metabolism 
and aids in the resistance to infection. It probably also 
increases the enzymic activity of the skin and acts as 
an activator of the skin hormones for its physiological 
effect resembles that of these hormones. 


Vitamin D Cream and the Skin 


Modern environment defeats nature’s original plan 
that the body should secure ample amounts of vitamin 
D through natural sunlight. It has been found that 
sunshine or irradiation altered ergosterol making it 
exceedingly rich in vitamin D, the scarcest of all 
vitamins. Since our environment prevents us from 
securing an adequate supply naturally, we must seek 
it through other means, of which the regular applica- 
tion of a cream would seem to be an important one. 

In line with this, the author developed a cream for 
experimental purposes containing 2,000 units of 
vitamin D per ounce. A cream of this strength is safe 
and there is no danger of hypermineralization or over- 
dosage. The application of this cream over stated 
intervals was made on many subjects and some interest- 
ing experimental results were secured, which, if veri- 
fied in a large number of experiments, should fully 
prove the worth of vitamin D in toilet preparations. 

The cream is best applied at night in the same 
manner as any of the so-called “skin foods.” Short 
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intensive treatments are to be avoided since too great 
acceleration in the regenerative process is undesirable, 
Daily treatment over a six to eight weeks’ period is best 
after which the frequency of the treatments may be 
decreased to three times a week. 

The observed results included a refinement of the 
pores and a normalization of their secretions. Come- 
dones disappeared and in some cases acne and melia 
conditions were improved. The cream also acted as an 
astringent to the tissues and in some instances seemed 
to generate new tissue where atrophy was present. 
Wrinkles and crowsfeet disappeared and pale skin re- 
gained its normal color. Discolorations at the corners 
of the mouth and under the eyes slowly faded away. 
Both dryness and oiliness of the skin were helped. 
There seemed to be some stimulation of normal hair 
growth. In one instance a slight darkening of gray 
hair was noticeable. Growth of eyelashes and eye- 
brows seemed to be stimulated but no growth of hair 
on the face has been noted. In still another case com- 
bined use of vitamin D and organic calcium caused 
warts to disappear. Naturally, all these results await 
further complete verification but initial experiments 
have been most encouraging. 


Suggestions for the Manufacturer 


Vitamin D (irradiated ergosterol) is stable to most 
reagents but is readily destroyed by dilute mineral 
acids. Creams containing it should be protected from 
the light. Under ordinary conditions, vitamin D does 
not oxidize easily, making its use in creams practicable. 

Ergosterol occurring in fresh vegetable oils can be 
activated by irradiation, but o!d oils, that are stale or 
rancid, seem to have lost this property. Among the 
substances readily activated are sweet almond oil, lard, 
cottonseed oil, linseed oil, corn germ oil, coconut oil, 
olive oil and lanolin. 

The perfume must be chosen with great care. The 

























ENLARGED PORES AND COMEDONES FOR WHICH VITAMIN 
D IN CREAM Is BELIEVED TO BE VALUABLE 
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author suggests the use of esters because of their 
greater stability in conjunction with the other in- 
gredients. 

To be of therapeutic value, the cream should contain 
2,000 units of vitamin D to the ounce. The same pro- 
portions may be used in a muscle oil. The cream 
should be of the water in oil type for best results. A 
cleansing cream can also be made but in this case the 
vitamin D content should be much smaller. About 250 
units to the ounce would be satisfactory. In this case 
the results manifest themselves more slowly. 

The manufacture of any product containing vitamins 
requires much care and skill. In order to obtain the 
best results, manipulation should be careful, ingredients 
should be fresh, and finally, any statements regarding 
vitamin potency must be confirmed by biological assays 
of the finished product. 

Finally vitamin D (irradiated ergosterol) is not a 
substitute for codliver oil except as an antirachitic 
agent. It is not the naturally isolated vitamin but a 
product of the chemist’s laboratory. A multiplicity of 
claims should not be made for it for they will cause 
general distrust of all vitamin D therapy. Many 
claims are established beyond contest. Others are and 
will be the subject of further study. All are interest- 
ing. Only those confirmed by thorough clinical experi- 
ence should be made for vitamin D toilet preparations. 


McK & R Wins “Milk of Magnesia” 


Certificates have been surrendered to the Commis- 
sioner of Patents at Washington for cancellation of 
registrations of the name milk of magnesia. The 
surrender of these certificates marks the end of a 
long controversy carried through the courts by Nims & 
Verdi, attorneys for McKesson & Robbins, Inc., against 
the Charles H. Phillips Chemical Co., over the right 
to register as trademarks the name milk of magnesia. 

This action follows a recent ruling of the Supreme 
Court of the United States refusing to review the 
decision of the Circuit Court of Appeals of New York 
City in favor of McKesson & Robbins, Inc., affirming 
the decision of Judge Thomas, Connecticut, declaring 
the registrations of the name milk of magnesia and 
its Spanish equivalent, leche de magnesia by the 
Phillips Co. to be invalid and authorizing their can- 
cellation in the Patent Office. 


A. Ph. M. A. Convention Plans 


Plans have been virtually completed for the annual 
convention of the American Pharmaceutical Manu- 
facturers Association to be held this year at Greens- 
boro, N. C., the week of May 16. The first day will 
be taken up with the address of the president and 
reports of committees followed by an address by 
Charles Wesley Dunn, general counsel. Reports of 
special committees and officers and a round table dis- 
cussion of economic trends in medicine will complete 
the business program. Entertainment will consist 
principally of golf and the annual banquet will be 
held May 18. Headquarters of the convention will be 
at the Sedgefield Inn. 
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Mid-West Beauty Show 

HE ninth annual Midwest Beauty Trade show 

was held on March 28, 29, 30 at the Hotel Sher- 
man in Chicago. Max Hoefer, president of the Chi- 
cago association, and Columbus D. Behan, executive 
manager, were highly elated that the number of ex- 
hibitors exceeded that of last year, while the total of 
registered attendance also showed a slight increase. 
Practically every exhibitor outdid himself in arrang- 
ing displays with an aim for decorative beauty and 
alluring smartness, and it was gratifying to notice 
the warm and enthusiastic interest displayed by the 
thousands of visitors who continuously crowded around 
the various booths from 10 A. M. to 10 P. M. all three 
days of the show. The program was devoted to lec- 
tures and practical demonstrations by leading experts 
and beauty culturists who thoroughly discussed the 
serious problems confronting the industry and ex- 
plained the latest ideas in permanent waving, water 
waving, haircutting and facial treatments. A num- 
ber of innovations were introduced at the show, in- 
cluding colored lacquers for the hair and eyelashes, 
which permit coloring the hair to match the gown, 
artificial eyelashes in every conceivable color and 
shade, and countless new preparations in creams, 
powders, lotions and shampoos. A few of the largest 
exhibits included the following: 

E. Burnham Products Co., who featured their “French 
Flowers” cold cream, skin rejuvenator, cucumber cream 
and “Blue Violet” face powders. Their booth was in 
charge of Harold Burnham, Gerald Burnham and Miss 
Louise Bohl. 

Kolar Laboratories featured their “Meldoris” line of 
liquid creams, skin tonics, improved nail enamels and 
creamed face powders. Their booth was in charge of 
Gustav Kolar, Hugo Kolar, Miss Blanche Kocour, W. 
A. Vosburg and F. Reeves. 

Boyer Laboratories displayed their “Green & Silver,” 
“Gold & Red” and “Black & Silver” line of creams, 
powders and compacts to match. Their booth was at- 
tended by Louis Clements, Robt. Weidner, Barney 
Smith and Chas. Birch. 

Andrea Du Val Laboratories featured their “Du Val” 
line of creams, powders and lotions and also introduced 
their new creation named “Anti Acid” skin tonics. 
Free samples were distributed and their booth was 
handled by Mr. Ferguson. 

The L. T. Piver booth in charge of W. A. Burns 
featured their “Misti Lou” products. 

Eugene, Ltd., entertained their visitors throughout 
the show with a continuous moving picture exhibit 
featuring the merits of their permanent waving ma- 
chines and improved electric hair dryers. Their ex- 
hibit was in charge of Mr. Bailey and also attended 
by John J. McGuire, Jr., J. Raceman, Mr. Ducey and 
Mr. Hammer. 

Thomas Toilet Products, Inc., exhibited their line of 
“Brit Tex” and “Hair-O-Vit” products with W. W. 
Thomas in charge. 

A few of the other exhibitors were Modern Beauty 
Shop, Aladdin Laboratories, Colgate-Palmolive-Peet 
Co., Gibbs & Co., Inecto, Inc., LaCrosse Beauty Supply, 
Marinello, Inc., Marrow Mfg. Co., Wildroot Co., Ruth 
D. Maurer Corp., Paidar Co., Johnson & Johnson, Inc., 
and Kurlash Laboratories. 
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Protests Filed on Cosmetic Tax 
(Continued from Page 68) 


they amount to about 50 per cent of the total of the 
schedule, you bring the total value of our trade to 
approximately $100,000,000 per annum turn-over. In 
arriving at this figure, I am taking the Government 
census figures for 1929, and deducting about 30 per 
cent for the falling off in our business for the last two 
years, the total business would be approximately $200, 
000,000. 

“The next subject is the five and ten cent articles, or 
rather the articles which are sold in the five and ten 
cent stores. There is a class of manufacturers in our 
trade who manufacture these articles of merchandise 
exclusively. The volume of the business in the five 
and ten cent articles other than soaps, dentifrices, and 
mouth approximately $37,500,000. The 
average margin of profit to the manufacturer is about 
4’ per cent. 


washes, is 


It is absolutely impossible for him to 
absorb this tax. He is confronted by the attitude of 
the five and ten cent stores in which they have deti- 
nitely stated that under no circumstances can they 
absorb the tax. Now if the manufacturer of five and 
ten cent articles cannot pass on the 10 per cent tax he 
cannot remain in business and absorb it. This would 
mean roughly that of the total number of employees in 
the business, upward of three to four thousand would 
be discharged. 

“The effect on the bottle industry would be equally 
disastrous. Fifty per cent of the entire small bottle 
industry today is occupied in the manufacture of five 
and ten cent containers, and I can safely say that the 
same would be true of the box manufacturers, the label 
manufacturers, lithographers, and may allied interests 
which depend so largely on this class of business. 

“That brings us to the last proposition. If you 
eliminate soaps, tooth pastes and mouth washes, etc., 
and eliminate or put out of business the five and ten 
cent articles you come down to a remainder of approxi- 
mately fifty to sixty million dollars, which non- 
exempted articles are all that remains of the schedule. 
Now the effect of a 10 per cent tax on these articles 
would be an immediate increase in price, as the 10 per 
cent tax must be passed on. No manufacturer in busi- 
ness today in my judgment could absorb it. This means 
a higher selling price which is exactly contrary to the 
present temper of the American people. They are seek- 
ing always lower priced merchandise, as is demon- 
strated by the enormous growth of the five and ten cent 
stores. The falling off in sales, in my judgment, would 
be enormous. 

“A passing on of the 10 per cent tax to the retail 
50,000 in the 
United States, who are already hard hit, and the 


druggists, numbering approximately 
volume of whose business in toilet articles is 40 to 50 per 
cent of their total sales, would cause an immediate 
restriction of their sales by the increase in the price of 
merchandise, as we believe they will be unable to sell 
the merchandise at any higher price in this falling 
market and would suffer serious loss. 

“Why would we manufacturers come down to Wash- 
ington to protest a 10 per cent tax which we cannot 
absorb and would not bear if we did not realize that 
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the harm would be in the falling off of our sales to the 
almost vanishing point? So that the revenue which 
would be produced from the smaller volume of sales of 
the non-exempted articles would be unproductive. 
Whereas on a 2 per cent tax on all the articles in the 
schedule it is safe to say that little if any of it would 
be passed on to the ultimate consumer, and the maxi- 
mum yield obtained. 

“The Republic of France recently imposed a 
tax of 10 per cent upon the cosmetics and _ toilet 
articles. This tax has been proven to be an absolute 
failure, the revenue produced from it being practically 
negligible and the effect upon the business and the 
falling off of the sales being so great as to seriously 
cripple one of the greatest industries in France. The 
French Government today is taking steps, so I am ad 
vised, to seek the repeal of this tax. 

“Another loss of revenue which the Government 
would sustain from the falling volume of sales of the 
non-exempted articles would be the immediate falling 
off of the customs returns from the import duties on 
the raw materials going into the manufacture of toilet 
articles, as practically all of these raw materials, 
essential oils, balsams, waxes, and other articles going 
into the manufacture of the finished product, come from 
abroad. 


“T feel also that the schedule as written in the House 
Bill should be clarified so as to eliminate the tax upon 
the raw materials which go into the finished product. 
Now it is a pyramiding of the tax up to the time they 
are put out as the finished product for final consump- 
tion. We are strongly in favor of having the Commit- 
tee insert the exceptions in Section 601 (a) of the 
Ways and Means Committee’s original Bill, or similar 
effective language in the formal Bill. 

“It is evident that adequate revenue can be obtained 
by reducing the tax and spreading it over a larger 
number of articles and we wish it to be understood 
that we stand squarely on the recommendation of the 
Merchants Association of New York, which has joined 
actively in further wide efforts to balance the budget, 
and one of the objectives of the Merchants Association 
is stated as follows: 


“ee 


For further needed revenue, the impo- 
sition of excise taxes at lower rates on a 
broad range of articles not of first necessity.’ 


“As I said in the outset, this Association desires to 
go on record as favoring a general sales tax, and 
whether it be called a general sales tax or by some 
other name possibly more acceptable to Congress, we 
do believe and seriously urge that the imposition of 
excise taxes should be at a low rate and upon a very 
broad range of articles, and that we should not be 
singled out for the imposition of a tax so large that 
it will seriously impair the industry.” 


Brief of the Association 


A supplementary brief was also filed by Mr. Warren 
on behalf of the association summarizing the argu- 
ments and presenting the association’s recommenda- 
tions. This brief was as follows: 

“The manufacture of toilet preparations is an an- 
cient industry which has grown with the elevation of 
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the standard of living and human progress in hygiene 
until the business in the United States, including soaps 
and shaving creams, in 1929, the last year for which 
statistics are available, amounted to approximately 
$280,000,000. These figures as of today, with the fall- 
ing off due to the depression, are approximately $200,- 
000,000 (recent Department of Commerce Bulletin 
showing 40% decrease in business for January and 
February, 1932). 

“There are approximately seven hundred large and 
small manufacturers of toilet preparations in the 
United States, the great majority doing an individual 
There 
are approximately one hundred and fifty active and 


gross business of $150,000 or less per annum. 


associate members of the American Manufacturers of 
Toilet Articles. 

“Were soaps, mouth washes, dentifrices, shaving 
creams and similar items eliminated, and this will be 
urged upon the Committee by representatives of those 
particular items, the remaining turnover within the 
paragraph would amount to approximately $100,000,- 
000 per annum. 

“Of the total remaining business, approximately 
371%¢ consists of products manufactured for sale in 
five and ten cent stores. It is impossible to pass on to 
ultimate consumers a 10° manufacturer’s tax with re- 
spect to this portion of these products reaching con- 
sumption through the five and ten cent stores. 

“With respect to the balance of the commodities, con 
stituting some 25 to 30° of the total present coverage 
of the section, the 10° tax must be passed on by the 
manufacturer; and the inevitable result of this addition 
to the manufacturers’ invoices will undoubtedly cause 
an increase in price to consumers and a consequent 
shrinkage in volume. 

“Profits garnered by manufacturers on merchandise 
manufactured for the five and ten cent stores are in 
the range of 4 to 442% on turnover. Such manufac- 
turers have every reason to believe that the five and ten 
cent stores, per their announcement must and will re- 
fuse to absorb any part or all the proposed tax. There- 
fore, since. the manufacturers cannot pay the 10% tax 
without losing all of their present profits and incurring 
more than the equivalent thereof in losses, it is obvious 
that this major portion of the industry will be ex- 
tinguished; the sales counters carrying this line of 
merchandise will be eliminated by the five and ten cent 
stores; and the trade will be disrupted. 

“The entire trade employs some 10,000 workmen, of 
whom approximately 4,000 are engaged in production 
of the five and ten cent store products. 

“Most of the raw materials and ingredients for these 
products, such as the essential oils, balsams, waxes, 
etc., are imported from abroad and are subject to sub- 
stantial duties, and the impairment of this industry 
will result in marked reductions in customs receipts 
from this source. 

“The Congress should keep in mind that the re- 
duction of volume by virtue of the proposed tax will 
constitute a lower revenue yield than can be premised 
on present volume, and this will be coupled with the 
last mentioned reduction of tariff duty collections. 

“In a few words, the proposed 10% manufacturer’s 
tax will inevitably destroy one of the largest depart- 
ments of the industry, the serious impairment of the re- 
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mainder with consequent increase of ratio in over- 
head, the necessitous unemployment of some thousands 
of the workmen now engaged therein, a marked re- 
duction of import duty collections on materials, and 
the idleness of plant and capital now invested in the 
business. 

“Furthermore, bottle manufacturers, box makers, 
tube makers and can makers will share proportionately 
in the reduction of the volume of their service supplies 
to this essential industry. It is estimated that some 
$50,000,000 per annum is paid by this industry to the 
other service industries. Special equipment now de- 
voted to the manufacture of these service products will 
be rendered idle in whole or substantial part. The 
craftsmen engaged in the production of the service sup- 
plies will find their employment discontinued. 

“The government can also look forward to the failure 
of income tax collections from the business houses en- 
gaged in the trades affected, who must, of course, suf- 
fer largely in their earnings due to this substantial in- 
jury to their operations. 


Argument on the Foregoing Facts 

“Toilet article manufacturers insist that Congress in 
dealing with their field must avoid any assumption that 
the products of this industry are to be treated as lux- 
uries for the purposes of tax policy. 

“The mass of articles within this field has attained the 
character of necessities employed by men and women 
in the interest of personal hygiene, physical well-being 
and appearance. The improvement in the standard of 
living has undoubtedly brought about the use of toilet 
articles by all classes of society. It may well be said 
that these articles are as much of a necessity today as 
is the bathroom itself. The person of small means, 
the wage earners, as well as the persons of independent 
income, have accustomed themselves to employ toilet 
articles in their daily habits of life. 

“While it may be argued that certain toilet articles 
are luxuries, the percentage of such articles within the 
coverage of this section is trifling. We believe that 
such portion does not exceed 2% of the turnover. Yet 
the 10% manufacturer’s tax applies to all of the ar 
ticles mentioned within the section, and imposes this 
tax of 10% thereon. 

“We point out that these necessitous’ supplies pur- 
chased by men and women throughout the United 
States are not occasional or merely incidental require- 
ments, but are in daily use by the great mass of the 
American public as means of hygiene, physical well- 
being and good appearance, now so necessary in the 
everyday life of the Consumers make reg- 


> 


people. 
ular and continuing purchases of these articles. 

“We now mention the other manufacturers’ excise 
taxes in the Bill: 


(\) Fermentable grape juices and concentrates $00; 
(it) Furs x li 
(Cy) Jewelry - 100% 
(1) Automobiles, trucks and essories 1 to 3 

(i) Boats ‘ 1; 
(F) Radios 5 

(G) Refrigerators - V% 
(Il) Sporting goods 10% 
(Il) Cameras 10% 
(J) Matches 41 
(K) Candy ; % 
(LL) Firearms : o ‘ 10% 
(M) Chewing gum a ee aha 5% 


“We dismiss fermentable grape juices and concen- 
trates as outside this range of discussion. 
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“It will be noted that furs, jewelry, boats, sporting 
goods, cameras and firearms carry the same proposed 
rate of 10%; but all of these articles are only of occa- 
sional purchase; and certainly furs and jewelry are not 
only occasional purchases, but cannot be considered 
for the mass of the people as necessities; as are also 
pleasure boats, sporting goods, cameras and firearms 
which in the main are likewise of occasional purchase 
only. 

“The 5% taxed articles, such as radios and refrig- 
erators, are similarly of occasional purchase; and are 
taxed at only half the rate laid on toilet articles. 
Candy and chewing gum, to a certain extent, are food 
products, but are luxurious types of food products and 
even they are with many people only occasionally pur- 
chased. The tax thereon is 5% only as against 10% 
on toilet articles. 

“The only articles taxed at a lower rate than 5% are 
automobiles, trucks and accessories, and the range 
there is from 1 to 3%. 

“We submit, aside from other considerations of de- 
struction or impairment of the trade here involved that 
a tax on toilet articles in daily use by the American 
public, equivalent to the proposed tax on furs and 
jewelry, constitutes an improper classification which 
cannot but have a vicious consequence in its effect upon 
the habits of the people as well as upon the industry 
meeting the people’s requirements in this field. 

“We respectfully state that the difficulty which con- 
fronts the Committee and this industry finds its origin 
in the vice present in the frame of bill of endeavoring 
to select a few industries for heavy excise taxation. 

“This industry believes in the economic philosophy of 
a general sales tax of 2%, despite the fact that such 
a tax would impose burdens as against their industry, 
which would markedly reduce profits on that part of 
their business with five and ten cent stores; and while 
in the hour of national fiscal need this trade would 
willingly bear its fair proportion of essential taxation, 
it most earnestly protests against being singled out as 
one of the four or five industries which is asked to 
bear a 10% excise. This means inescapable and ruin- 
ous injury to their trade, accompanied by injury to a 
great part of the public at large who require their 
products. 

“The Toilet Article Manufacturers do not seek escape 
from any tax, but they do cry out against a tax piled 
so high that their industry, beyond any question of 
doubt, must be put to such jeopardy and injury that 
such part of the industry as might survive would re- 
quire years for restoration. 

“We bring to the Committee’s attention governmental 
experience in a foreign country which verifies what we 
earnestly assure the Committee is the mature judg- 
ment of the experienced merchants in this country as to 
what will happen to the domestic trade here if the 
proposed 10% tax on toilet articles is enacted in this 
measure. 

“The Republic of France recently imposed a tax of 
10% upon the cosmetics and toilet articles. This tax 
has been proven to be an absolute failure, the revenue 
produced from it being negligible and the effect upon 
the business and the falling off of the sales being so 
great as seriously to cripple one of the greatest in- 
dustries in France. The French government today is 
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taking steps so we are advised, to repeal the tax. The 
same, we believe to be true in the Argentine. 

“With full confidence in the merits of their case, the 
manufacturers of toilet articles state frankly that while 
they can possibly absorb and survive a reasonable tax 
2%, they present to Congress their conviction that the 
tax of 10% proposed in the measure is unbearable, that 
the Treasury will receive more revenue from a 2% tax 
(and permit the manufacturers now in the business to 
survive) than from a 10% tax which the manufac- 
turers confidently assure the Congress will be destruc- 
tive of their business. 


Conclusion 


“We respectfully urge our request that the proposed 
10°% rate be abandoned and that the Congress impose a 
tax in lieu thereof at 2%.” 

Signed: 
AMERICAN MANUFACTURERS OF TOILET ARTICLES 
BY H. HENRY BERTRAM, PRESIDENT. 


Sees Trouble in Private Brands 

- an interesting address before the American Asso- 

ciation of Advertising Agencies at its recent con- 
vention in Washington, Dr. Paul H. Nystrom discussed 
the matter of the competition facing manufacturers of 
branded merchandise. Pointing out that money for- 
merly spent by distributors in pushing the sale of na- 
tionally advertised articles is more and more being 
diverted to private brand projects, Dr. Nystrom said: 

“The private brand,” he declared, “has appeared in 
almost every channel of trade, not only among chain 
stores and department stores, but also among the vol- 
untary chains, the group buying organizations as well 
as among wholesalers and wholesale groups. Premiums 
and extra commissions formerly paid to sales people 
for the disposal of old, out of date or slow selling 
goods are now being widely and generally used to in- 
duce the sale of private brand goods. 

“There is likely to be increasing difficulty for national 
advertisers in their attempts to maintain widespread 
100 per cent distribution. The object of many national 
advertisers in past years was to secure distribution 
through all channels. Now, however, there is such 
a bitter competitive struggle among these channels 
that every product attempting distribution in this man- 
ner is a cause of irritation, ill-will and attack. Except 
for the commodities in which consumer demand is most 
widespread and most insistent, it seems likely that 
many producers of advertised goods may find it ad- 
vantageous, if not indeed necessary, to choose its 
channels of distribution and then to support the se- 
lected channel in every way in its competitive relations 
with other channels. 

“The importance of fashion, not only as applied to 
apparel, cosmetics, jewelry, hosiery, shoes, furniture 
and home furnishings, but also to foods, refrigerators, 
household equipment and even to articles of purest 
utility, cannot be over-emphasized. People want goods 
that are in fashion, not ahead of fashion, nor behind, 
but in fashion. A new research technique is needed 
to determine what the current trends of consumer de- 
mand are.” 


The American Perfumer 
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Board Favors Price Maintenance 


FTER considerable debate on the merits of the 

question and on the Capper-Kelly bill in particular, 
the New York Board of Trade, Inc., at its meeting 
at the Aldine Club, New York, on April 13, voted 
to accept the report of its committee on price main- 
tenance headed by Edward Plaut of Lehn & Fink, 
Inc. This in effect adopted the Seligman report as 
the position of the board on this subject and placed 
the board on record as favoring the general idea of 
price maintenance. The vote came with but 22 mem- 
bers of the board present of whom 10 favored the 
report and 6 opposed with 6 not voting. 
of regret that a larger attendance and hence more 


Expressions 


decisive sounding of the opinion of the membership 
could not be had were heard at the close of the meet- 
ing. Mr. Plaut presented the report and made the 
principal argument in favor of its adoption, while 
Messrs. Strauss and Walker of R. H. Macy & Co. 
were the principal speakers in opposition. Members 
of the drug and allied trades who voted were equally 
divided on the question. 


Coming Conventions 


American Manufacturers of Toilet Articles, Am- 
bassador Hotel, New York, N. Y., April 26, 27 and 28, 
1932. 

National Paper Box Manufacturers’ Association, 
Book-Cadillac Hotel, Detroit, May 10 to 13, 1932. 

National Industrial Advertisers’ Association, Inc., 
Hotel Statler, Cleveland, Ohio, May 16, 17 and 18, 
1932. 

American Pharmaceutical Manufacturers’ Associa- 
tion, Sedgefield Inn, Greensboro, N. C., May 16 to 20, 
1932. 

Flavoring Extract Manufacturers’ Association, Hotel 
Madison, Atlantic City, N. J., June 13, 14, and 15, 1932. 

National Hairdressers and Cosmetologists’ Associa- 
tion, Cruising Convention, S. S. Noronic, Sept. 10 to 16, 
1932. 

National Wholesale Druggists’ Association, Green- 
brier Hotel, White Sulphur Springs, Va., Sept. 19 to 
23, 1932. 

National Association of Retail Druggists, 
Statler, Boston, Sept. 19 to 23, 1932. 

American Bottlers of Carbonated Beverages, Cleve- 
land Public Auditorium, Cleveland, Ohio, November 14 
to 18, 1932. 

American Pharmaceutical Manufacturers’ Associa- 
tion, Mayflower Hotel, Washington, D. C. 
10 and 11, 19382. 


Hotel 


December 


Liars 

“Folks,” said the colored minister, “the subject of 
my sermon dis evenin’ am ‘Liars.’ How many in de 
congregation has done read the 69th chapter of Mat- 
thew?” 

Nearly very hand in the audience was raised imme- 
diately. 

“Dat’s right,” said his reverence. 
folks I want to preach to. 
Matthew.”—Patchwork. 


“You is just de 
Dere is no 69th chapter ob 
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Priestly Medal to Parsons 


HE awarding of the Priestly Medal for the fourth 

time in its 83 years of history featured the spring 
meeting of the American Chemical Society, held March 
28 to April 1 in New Orleans. Dr. Charles L. Parsons 
of Washington, secretary of the society for 25 years, 
was the recipient. “Distinguished service to chemistry” 
in a general sense rather than any specific achieve- 
ment was given as the reason for the award. 

Dr. Parsons is a graduate of Cornell University and 
holds the degree of Doctor of Science from the Uni- 
versity of Maine and the honorary doctorate of 
chemistry from the University of Pittsburgh. He has 
likewise received the William H. Nichols medal of the 
New York section of the 
Chemical So- 
ciety for achievement in 
original research work. 

Approximately 1,000 
delegates attended the con- 
vention. The Roosevelt 
Hotel was the general 
headquarters. 

Monday, March 28, was 
taken up with registra- 
tions and a council meet- 
ing. The general meeting 
on Tuesday afternoon in- 
cluded the following ad- 
“Tung Oil and 

Its Production in the 
South,” by H. A. Gardner, Institute of Paint and 
Varnish Research; “Fluorination,” by Thomas Midgley, 
Jr., Midgley Foundation; “Cellulose in Industry,” by 
Hervey J. Skinner, Skinner and Sherman, Inc.; 
“Petroleum Bases,” by J. R. Bailey, University of 
Texas; “The Use of Di-calcium Phosphate and Inor- 
ganic Salts in the Prevention and Cure of Rickets,” 
by Charles Bloom. In the evening there was an in- 
formal dinner at the Hotel, followed by 
musical entertainment and dancing. 


American 





OBES 


CHARLES L. PARSONS dresses: 


Roosevelt 


Divisional meetings occupied Tuesday and Wednes- 
day during the day. On Tuesday evening the Louisi- 
ana section entertained visiting delegates, while on 
Wednesday evening E. R. Weidlein, director of the 
Mellon Institute, gave a public address on “Science in 
Action for the Industries,” 
program. 


followed by a musical 


Thursday was occupied by sight-seeing trips to the 
Vieux Carre, or old French section of New Orleans, 
to the plant of the Celotex Corp., the refinery 
of Godchaux Sugars, Inc., the New Orleans harbor, 
waterworks, and other points of interest, including 
salt mines at Avery Island, in southern Louisiana. 


A Vicious Cycle 


Pity rather than despise him who is avaricious. 
Nothing he acquires will satisfy his appetite. His 
cravings grow rather than diminish with his every 
gratification. 

It has been said that “Avarice is to the intellect what 
sensuality is to the morals.”—The Silent Partner. 
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DECISION wholly favorable to Harriet Hubbard 

Ayer, Inc., in the suit brought by the Recamier 

Mfg. Co., Inc., was handed down on April 14, by 
Federal District Judge Robert P. Patterson. It is a 
complete victory for Harriet Hubbard Ayer, Inc., the 
request for an injunction by Recamier Mfg. Co., Inc., 
was denied, and the counterclaim of Harriet Hubbard 
Ayer, Inc., asking an injunction, damages and account- 
ing of profits was granted. 

The suit involved the ownership of the trade mark 
“Harriet Hubbard Ayer” written in script form for 
use on toilet articles. Recamier Mfg. Co., Inc., claimed 
that its right to this trade mark was directly trace- 
able to the late Harriet Hubbard Ayer who was alleged 
to have registered it in 1886. Harriet Hubbard Ayer, 
Inc., actually registered the name as a mark in 1908, 
very shortly after the organization of that company 
by the late Vincent B. Thomas, its founder. 

Evidence in the case showed that the name “Harriet 
Hubbard Ayer” had Harriet 
Hubbard Ayer and her successors in business, but it 
also showed that this use of the name was not as a part 
Mrs. 
“accessory” to the trade 


been used by the late 


of the trade mark either by Ayer or her suc- 
cessors, but merely as an 
mark. It further showed that 
ceeded Mrs. Ayer, had ceased using the name without 
Mrs. Ayer had registered an objection. 
Mrs. 
mark for 


Maria Rinn, who suc- 


protest when 


It was further disclosed by the evidence that 


Ayer in originally registering her trade 


“ 


specifically disclaimed the use of 


Hubbard Ayer” as a part of 


Recamier” cream 
the signature “Harriet 
her application that 


her trade mark, and stated in 


“the essential features are the arbitrary word ‘Re- 
camier’ and the crest composed of fasces surmounted 
by a coronet out of which rises the head of a lion.” 

The evidence further disclosed that the name “Har- 
riet Hubbard Ayer” had been used by the plaintiff and 
its predecessors during the period from 1886 to 1896, 
about the year 


and had then been abandoned until 


1920 when it was again used for a short time, and 
that Miss Anna E. 
Recamier Mfg. Co., 


Reynolds, from whom the present 
Inc., acquired the business, filed 
an application in 1920 for the registry of the crest 
and the word “Recamier” as a trade mark, and shortly 
amended application disclaiming 
Hubbard Ayer,” 


did in fact use that signature as an “accessory” to her 


thereafter filed an 
the signature “Harriet although she 
trade mark after it was granted in December 1921. 
The Court held that the signature “Harriet Hubbard 
Ayer” has been registered as a trade mark by Harriet 
Hubbard Ayer, Inc., in 1908, and had been used by 
that company as a trade mark uninterruptedly since 
Recamier Mfg. Co., 
registered the 


while Inc., and its 
predecessors had never 
“Harriet Hubbard 
used it as a trade mark; that their only use of the 


Ayer mark use for the 


that time, 
signature of 
Ayer” as a trade mark, and never 
signature was a non-trade 
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Harriet Hubbard Ayer, Inc., Wins 
Sweeping Victory 


period from 1886 to 1896, and for a period subsequent 
to 1920. 

In spite of testimony introduced by Recamier Mfg. 
Co., Inc., to the contrary, the Court held that Har- 
riet Hubbard Ayer, Inc., had since the registration 
of the mark clearly proven its rights to the trade 
mark, and that the name “Harriet Hubbard Ayer” 
had come to be identified with the goods raanufactured 
and sold by Harriet Hubbard Ayer, Inc., and had 
lost its original meaning as the name of an individual 
and that probably most of its present customers know 
the name only because of the 
market by the defendant. 


products put on the 

Concluding a very voluminous and carefully pre- 
pared opinion, Judge Patterson said: 

“Upon the whole case I find that the plaintiff and 
its predecessors never signature of 
Harriet Hubbard Ayer as a trade mark and never 
used it as a trade mark; that their only use of the 
Ayer signature was a non-trade mark use for the 
period from 1886 to 1896 and for a period subsequent 
to 1920; that the defendant (Harriet Hubbard Ayer, 
Inc.), or its agent registered the name Harriet Hub- 
bard Ayer in script form as a trade mark in 1908 
and has used the trade 


registered the 


mark uninterruptedly since 
that time; that the defendant and not the plaintiff, 
is the present owner of the trade mark rights in the 
name i 


Guerlain Wins Rebottling Case 


Judge Byers in Federal District Court has issued 
an injunction against Samuel S. Klein forbidding him 
to sell a product using the name of Guerlain’s “Shali- 
mar” or Guerlain’s “Mitsouko,” excepting under speci 
fied conditions. The suit was brought by Guerlain, 
Inc., and was based on sales by Klein of 


in small bottles 


perfumery 
names of the Guerlain 
products and the Villon Blend Rebottled 
by Villon, N. Y. C. Wholly Independent of Guerlain.” 

The court held that this was clearly a violation of 
the plaintiff’s rights and handed down an injunction 


bearing the 
legend “et 


with an accounting of damages, profits and costs. The 
court further “The 
bidden to sell any containing 


ordered that defendant is for- 


product ‘Shalimar’ or 


other of plaintiff’s products, combined with undis- 


closed ingredients of his own concoction, unless the 
labels and advertising matter pertaining thereto shall 
other mat 


other 


disclose with the same prominence as any 
ter the exact 
product of 
other 


percentage of ‘Shalimar’ (or 
plaintiff’s) and the exact 
further fact 
is compounded by the 


percentage Ol 
such substances; and the that 
the product so offered for sale 
immediately fol- 
the regis- 
tered trade name of Villon, at (stating street address 
of his place of business, and the Borough, City and 
State).’” 


defendant, stating his true 


lowed by the words ‘doing business unde? 


name, 
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Palmolive Purchases Stock of Binder & Ketels 


A large interest in Binder & Ketels, German soap 
manufacturing house has been purchased by the Col- 
gate-Palmolive-Peet Co., Chicago. The name of the 
consolidated companies will be Palmolive, Binder & 
Ketels, but the German affiliate will continue to op- 
erate with its old officers and personnel. 

According to a statement made by Charles S. Pearce, 
president of Colgate-Palmolive Peet Co., European 
sales during the first quarter held up reasonably well. 
It is expected that with the acquisition of an interest 
in the German company, European distribution will be 
effected much more economically than heretofore. 


Beautician Supply New Officers 

Margaret V. Libby has been elected vice-president 
and Harry Helzman, secretary of the Beautician Sup- 
ply Co., New York City, following the resignation of 
Max Shanes and Ben Weishaus from these positions. 
The company is adding several new products origi- 
nated by Louis D. Brushman, chief chemist Frieda 
Swimmer has been appointed director of the com 
pany’s mail order department. 


New Toronto Cosmetic Company 


Toilet preparations and accessories will be manufac 
tured by Siegel, Kahn Co., Ltd., Toronto, which ha: 
just leased 5,000 square feet of manufacturing spac« 
in a building located at 250 Richmond street West, 
that city. 


Dawn Superbe Co. Moves 


The Dawn Superbe Co., of Minneapolis, which was 
recently incorporated, has moved to 1221 Washington 
avenue North, in the plant occupied by the La Vonne 
Products Co. 


Primrose House Enlarges Laboratories 


The laboratories of Primrose House, Inc., located 
at 16 Cooper Square, New York City, have been con 
siderably enlarged to provide adequate space for in 
creased output. The executive offices, which have been 
for the past three years at 400 Madison avenue, re- 
main at the same location and not, as we stated in 
our March issue, combined with the laboratories. 
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Deupree Writes on Salesmanship 


An estimate of salesmanship as a career, by R. 
R. Deupree, president of the Procter & Gamble Co., 
will be issued again when Doubleday Doran repub- 
lishes “An Outline of Careers,” a practical guide to 
achievement, edited by Edward L. Bernays, public 
relations counsel, who also contributes the chapter on 
public relations. 

This symposium, bringing a fresh attitude for 
young men faced with mapping out their careers, is 
opportune, according to Mr. Bernays, because it comes 
at a time when general business conditions have 
tended to deaden ambition. Such a survey of the 
possibilities in the various vocations, it is felt, will 
provide an impetus to the 
enthusiasm of these 
young men which may 
help them in recapturing 
a normal approach _ to 
work, achievement and 
possible success. 

Mr. Deupree 
working for Procter & 
Gamble in 1905, in the 


started 


treasurer’s department. 
In 1909, he became a 
salesman in the chip soap 
department, was _ placed 


in charge of the depart- 





R. R. DEUPREE ment two years later, 
was made manager ol! 
the Western division for box soap and case “Crisco” 
sales eighteen months later. Then he became general 
sales manager, and since 1930 has been president ot 
the company. 
In his chapter on salesmanship in this book he 
states: “There are many intangible advantages in a 


elling career. There no phase of business life more 


interesting. The a g> man selling goods will, of 
course, travel, and travel is the peer of all experi- 
ences in broadening a man. He must take care of 
himself under almost any kind of condition imagin- 
able. He must meet all kinds of people and mus 
be able to get along with them. He is constantly 


training himself to control the circumstances in which 
he finds himself and this gives him a broad, fine under- 
standing of life and develops his ability to meet life’s 
problems with poise and judgment based upon this 
experience.” 

“No good salesman can feel harnessed to his job,” 
he adds, “for the man who can sell one thing has a 
right to feel that he can sell another.” 
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Roland Coty on Visit Here 


Roland Coty of the house of Coty, Paris, and son 
of Francois Coty, founder and head of that company, 
arrived on the Ile de France, April 6, on a special 
business mission in this country. He is making his 
headquarters with Coty, Inc., New York, the American 
division of the Coty busi- 
ness. Mr. Coty brought 
with him a number of new 
creations of the Paris 
house, which the company 
plans to place on_ the 
American market in the 
near future. 

In addition to his busi- 
ness interests, Mr. Coty is 
an ardent sportsman and 
enthusiast over aviation. 
He is an _ accomplished 
polo player, racing driver 
and speed boat pilot. A 
yacht and several speed 





ROLAND COTY 


boats engage his attention 
between business trips by plane. On his trip here he 
flew from Nice to Havre in his own plane to catch the 
Ile de France. He expects this to be but a short visit, 
although the time of his return is as yet unsettled. 


Matchabelli Suits Settled Amicably 


The criminal and civil libel suits brought by Prince 
Georges Matchabelli, the Princess Norine Matchabelli, 
and the Prince Matchabelli Perfumery Corp. against 
the Daily Mirror and the civil suits brought against 
Walter Winchell, the American Tobacco Co. and the 
National Broadcasting Co. have been settled out of 
court to the satisfaction of the interested parties. 
The Mirror in its issue of February 10 published a 
story giving a brief history of Prince Matchabelli 
and the development of his perfumery business, which 
will do much to offset any unpleasant effect that the 
previous story may have had. 

Prince Matchabelli, who recently returned from a 
week spent in Philadelphia and Washington, advises 
us that he is very much pleased with the progress 
his perfumes and other products are making. In Phila- 
delphia, he tells us that he opened two new accounts, 
the one with Strawbridge & Clothier; the other, with 
Blum’s. In Washington, he made arrangements with 
Garfinkel to handle his perfumes. Formerly, they 
were carried by Hickson, whose assets were recently 
purchased by Garfinkel. 


Changes in Peroxide Mfg. Co. 


Peroxide Mfg. & Specialty Co., has advised us of 
the transfer of J. Jacoby, sales manager of the com- 
pany from the New York office to San Francisco, 
where he will replace Burton Van Fleet, who has been 
moved to the Chicago office. The home office in New 
York has just been moved to the Chrysler building 
from the fermer address at 415 Lexington avenue. 
The company has developed several new products in- 
cluding a wave set, brilliantine and witch hazel. 
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Detroit Soap Companies Reorganized 


Following the death two months ago of A. E. 
Rouech, for many years a Detroit soap manufacturer, 
the business has been taken over by Axel Gotberg, 
who was associated with Rouech for the past three 
years. It has been formed into a company, under the 
title of the A. E. Rouech Soap Co., and the plant is 
located on the west side of Detroit at 4207 West 
Grand River avenue. The company manufactures 
shampoo and liquid soaps, much of the retail sales 
being handled through its own organization. The 
company has also organized Irish Bouquet Soap Co., 
(not French Bouquet as erroneously reported in some 
papers.) This company, according to Mr. Gotberg, 
will ultimately become the major organization, taking 
over the business of the Rouech company through a 
gradual process of fusion. 


Clow’s in New Quarters 


The Clow’s Corrective Cosmetic Co., has moved from 
2921 Hennepin avenue tc 4824 Upton avenue South, 
Minneapolis. Mrs. E. N. Finney, manager, reported 
that the experiment of selling a trial set, made up of 
six items, was proving a_ success. The set is 
made up of powder, rouge, cleansing cream, massage 
cream, skin freshener and skin tonic. The company is 
represented in several states by demonstrators. 


Picker Sails for Europe 


Myram Picker, president of the Crystal Chemical 
Co., manufacturers of “Outdoor Girl” beauty prod- 
ucts and “Z. B. T.” baby 
talcum, sailed on the 
Olympic, April 8, for 
England and the Euro- 
pean continent. Mr. 
Picker is making this 
trip to establish a factory 
in London to take care 
of the business of the 
company’s subsidiary, the 
Crystal Products Co., 
Ltd., for Great Britain 
and other British posses- 
sions. “Outdoor Girl” 
beauty products are now 
being sold in 14 foreign 
countries. 

Mr. Picker is accompanied by David Schlesinger, 
the plant superintendent of the parent company, who 
will assist in organizing production in Great Britain. 

The Crystal Products Co., Ltd., of Canada has just 
been formed, and the company now operates a plant 
at Montreal. 





MYRAM PICKER 


Boalt Visits Newark Plant 


Ralph G. Boalt, secretary of the J. R. Watkins Co., 
Winona, Minnesota, visited the Newark, N. J., plant 
of his company early in April. Mr. Boalt spent about 
ten days in New York and vicinity, and conferred with 
officials at the Newark plant. 
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Marie Earle Opens New Salon 

Stepping off the elevator at the fourth floor at 714 
Fifth avenue, New York City, we find the luxurious 
Marie Earle salon which was officially opened with a 
tea to the editors of the various magazines and New 
York newspapers given on March 18. A beautifully 
appointed foyer with gun metal glass paneled walls 
produces a mirrored effect. The spacious reception 
room is next, developed in the Louis XVI_ period. 
From the mauve carpeting and rose draperies to the 
rose marble hand-carved fireplace topped with a ceil- 
ing high mirror the room presents a dignified elegance 
that only the most careful planning of experts could 
have accomplished. A _ built-in lighted display case in 
which the attractive Marie Earle products are ar 
ranged takes up part of the wall opposite the fire- 
place. The center photograph above gives an idea 


Charm Products Branch Offices 

Charm Products, Inc., Los Angeles, Calif., has re- 
cently opened several branch offices. These are lo- 
sated at Long Beach, Calif., with B. W. Thompson 
in charge; Dallas, Texas, with B. E. Powel in charge; 
Columbus, Ohio, with V. H. Tevyaw in charge; Santa 
Monica, Calif., with J. B. Watson in charge; and 
Glendale, Calif., under the direction of E. T. 
Whitaker. The principal offices of the company have 
been moved from the former address in Hollywood to 
846 South Broadway, Los Angeles. 

The company was only recently organized but has 
made rapid progress. It is controlled by a group 
familiar with the toilet preparations field through 
years of experience with prominent companies. C. E. 
Pearce, president, was formerly sales manager for 
Ex-Cel-Sis Products Co., at St. Louis. J. M. Clarke, 
vice-president, was formerly Pacific Coast manager 
for the Utah Woolen Mills. Glenn Y. Williamson, 
secretary and production manager and Stephen E. 
Riley, chemist, were formerly associated with Ex- 
Cel-Sis Products, and J. V. Monson, treasurer, has had 
long experience in sales work. A complete line of 
toilet preparations is being manufactured. 
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of the detail with which this room has been designed. 

The photograph at the right depicts the lounge or 
resting room, a glimpse of which is seen through the 
rose draped doors of the main reception room. Here 
one may telephone, repair one’s make-up, or just rest 
a few minutes while being served a delicious tea. 

At the other end of the reception room is a hall- 
way off from which are the five appointment rooms. A 
soft pastel peach,—peach marquisette curtains grace- 
fully draped, peach covered treatment chairs, peach 
wool blankets,—forms an attractive and restful back- 
ground for the Marie Earle facial. 

The sense of quiet and restfulness that envelops 
the entire salon is enhanced by the pleasing person- 
ality and efficient management of Miss Isabelle M. 
Whall, who has had many years’ experience as a 
beauty culturist and salon manager. 


Floral Products Co. Reorganized 


Sol N. Danzer has purchased the interest of Charles 
Bernardo in the Floral Products Co., New York, manu- 
facturer of toilet preparations, and has succeeded Mr. 
Bernardo as president of the company. Associated 
with him are his brother, Emanuel Danzer as secretary 
and treasurer in charge of manufacturing and Dudley 
Schwartzman who continues as vice-president in charge 
of sales. The offices and laboratories of the company 
at 122 Fifth avenue have been materially enlarged and 
remodeled to take care of the growing volume of busi- 
ness with the syndicate and chain store trade to which 
the company devotes its principal energies. Several 
new products and packages are in process of develop- 
ment and will be announced in the near future. 


Minnesota Plant Making Soap 

The Packing Plant at Fergus Falls, Minn., has 
begun the manufacture of laundry soap under the 
direction of W. J. McCune of Pittsburgh, who will 
have charge of this new department. Later the com- 
pany expects to manufacture toilet soap as well. 
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Primrose House Business Gains 

A most interesting and encouraging statement has 
been issued by Primrose House, Inc., New York, in the 
form of a certificate of its auditors showing the sharp 
increase in its business in the first quarter of 1932 as 
compared with the first quarter of 193 This audit 
shows that the net wholesale sales of the company dur- 
ing the first quarter were 28.06 per cent greater than 
those of the similar period a year ago. The company 
and the industry as well are to be congratulated on the 
splendid showing. 


Bertrand Company Opens Plant 

The H. Bertrand Manufacturing Co., Minneapolis, 
manufacturers of flavoring extracts and other house- 
hold supplies, has just moved into a new plant located 
at 701 Fourth street North. The company was or- 
ganized nearly forty years ago by Henry L. Bertrand, 
who is still its active head. The new quarters repre- 
sent a considerable expansion of the company’s manu- 
facturing facilities which have been overburdened in 
the former plant. 


Death of E. H. Nelson 


Edwin H. Nelson, founder and president of Nelson, 
Baker & Co., Detroit, died in Harper Hospital in that 
city March 26 following an illness of three weeks. He 
had remained the active head of the business until his 
illness, and then stopped only with the intent to take 
a few days’ rest. 

Mr. Nelson was a na- 
tive of Canada, and was 
born in Brighton, Ontario, 
on June 27, 1856. His 
higher education was at 
Belleville Commercial Col- 
lege and after his grad- 
uation there, at the 
Ontario College of Phar- 
macy, receiving the degree 
of Pharmaceutical Chem- 
ist in 1878. 

Practically his entire 





business career was 


THE LATE 
EDWIN H. NELSON 


passed in Detroit, where 
he entered the retail drug 
business, as it then was, of Frederick Stearns & Co., 
but speedily entered the manufacturing laboratory of 
that company. He rose to the position of secretary of 
the company seven years later. In 1888, he left 
Stearns to found his own business, the present Nelson, 
Baker & Co., and remained president until the time of 
his death. This has included also the Penslar Co. 
As active head of the business, it is said by his asso- 
ciates that he has at all times followed every depart- 
ment, and even in recent years has gone out with his 
salesmen. 

Mr. Nelson was a director of the former National 
Bank of Commerce Detroit, becoming a member of the 
executive board of the Guardian Detroit Union group 
when several banks merged. He was also president 
last year of the Bank of Commerce of Dearborn. 

Interment took place in Elmwood Cemetery, Detroit. 
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Former American Can President Dies 





William Thompson Graham, a founder and former 
president of the American Can Co., New York, died 
March 29 at the home of his daughter, Mrs. George 
B. Carhart, in New York. He was 81 years old. 

Up until a few months ago when he was taken ill, 
Mr. Graham had _ been 
active in his’ business 
affairs and had main- 
tained offices at 501 Fifth 
avenue, New York. He 
was chairman of the board 
of the Metal & Thermit 
Corp., and a director of 
the Bankers Commercial 
Security Co., Ine., the 
3ankers 
Corp., the 


Commercial. 
Chromium 
Corp., the Individual 
Drinking Cup Co., and the 
International Nickel Co., 

THE LATE of Canada, Ltd. In the 

WILLIAM T. GRAHAM American Can Co., he was 
associated with the late Daniel G. Reid, widely known 
as the “tin plate king,’ and was himself a former 
president of the American Tin Plate Co. He was also 
a former director of the Chicago, Rock Island & 
Pacific Railroad. 

Surviving are Mr. Graham’s second wife, Mrs. Mary 
A. Staats Graham, four daughters, Mrs. Carhart, Mrs. 
Eugene Moore of New York, Mrs. Grant McCargo of 
Pittsburgh and Mrs. C. Sinclair Wills of Greenwich, 
Conn., and one son Samuel Graham of New York. 
Mr. Graham’s first wife died in 1924. Funeral serv- 
ices were held from his home in Greenwich, March 31. 


Soap Association Wins Award 

The Association of American Soap and Glycerine 
Producers won honorable mention in the recent an- 
nual contest this year among trade associations for 
the award given each year by the American Trade 
Association Executives. This year’s winner was the 
American Paint and Varnish Manufacturers’ Asso- 
ciation of which George V. Horgan is manager. Ros- 
coe C. Edlund is manager of the soap and glycerine 
producers group. The award was announced by Sec- 
retary of Commerce Lamont at a dinner April 5 at 
the Waldorf-Astoria. This dinner concluded the an- 
nual meeting of the Trade Association Executives. 
Other members of the jury were Walter Dill Scott, 
president of Northwestern University; Francis H. 
Sisson of the National City Bank; Merle Thorpe, edi- 
tor of Nation’s Business; and Owen D. Young, chair- 
man of the board of the General Electric Co. 


Green in New Quarters 

William H. Green, representative in New York and 
vicinity for the Addison Lithographing Co., Rochester, 
N. Y. and the Tin Decorating Co., Baltimore, Md., has 
advised us that his offices have been moved to larger 
and more convenient quarters at 500 Fifth avenue. 
The new telephone number is PEnnsylvania 6—7069. 
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Death of John B. Brooks 


John B. Brooks, president of Brooks & Porter, Inc., 
New York, died of a heart attack on April 9, 1932, at 
the age of 70 years. He was very prominent in the 
printing, lithography and folding carton industry. 

Coming to this country 50 years ago as an immi- 
boy, Mr. Brooks 
in cotton mills in 
Later, believing 

make 
in New 


grant 

worked 
Maine. 
he could greater 


York 


progress 


City, he became an ap- 
prentice in a local job 
printing plant. In 1890, 


he formed a partnership 
with his brother, Thomas 





B. Brooks, in a_ small 

printing plant t hen 

known as Brooks Bros. 

A few years later, this 

firm was dissolved and a = 

new concern was estab- THE LATE 
lished with his brother- JoHN B. Brooks 


in-law, George M. Porter, known as Brooks & Porter. 
The partnership continued until 1929 when Brooks & 
Porter was incorporated, Mr. Brooks becoming presi- 
dent of the company in which position he remained 
active until death. 

Mr. Brooks’ only hobby was hard work and he be- 
lieved that would those 
willing to sacrifice and toil for it. He was of a very 
kindly and was known as a “Man of 
Peace,” his efforts to constantly 
harmony among those with whom he had contact. 
leaves a Jennie, married 
Gladys Lewy. Funeral 
Riverside Memorial Chapel. 


his 


success come to who are 
disposition 
k eep 

He 
daughter, 


held at the 


because of 
widow, and a 


services were 


Brodrick to Move Offices 


L. H. Brodrick, representative of W. C. Ritchie & 
Co., Chicago, Bond Manufacturing Co., Wilmington, 
and A’Cadia Powder Puff Co., New York, will move 
about May 1 to much larger and more convenient of- 
fices at 500 Fifth avenue, New York City. At the 
new address, much larger display space and very 
novel and interesting devices for showing the lines 


which Mr. Brodrick represents are being prepared as 
well as facilities the 
many customers 


entertainment and 
and the 
He has asked us to extend to the trade a cordial 
invitation to visit 


special for 


reception of his friends in 


trade. 


him and inspect these devices in 


which he is sure they will be interested. The new 
telephone number will be CHickering 4—6728. 
Rendler Now Manufacturers’ Representative 

H. C. Rendler, who has for some years been con- 


nected in various capacities with the toilet prepara 
tions industry and is one of the best known men in 
the trade, is now associated as 


manufacturers’ sales 


representative in Eastern and Metropolitan territory 
for the Perfumers & Jewelers Box Co., New York; 
Cosin Co., Newark, N. J., and Paris Art Label Co., 


New York. 
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New Laboratory for Merck 

Ground was recently broken for the erection of a 
research laboratory building at the works of Merck 
& Co., Inc., at Rahway, N. J. 
under consideration for some time. 


The project has been 
George W. Merck, 
president of the company, brought it to the attention 
of the stockholders a ago. The 
authorized the work at 
moved by that it will provide in- 
that the facilities ur- 
The research activities of the company 
parts of 
make-shift 


directors have 
this time, 


year 
with 
consideration 


proceeding 
the 
creased employment 
gently needed. 
are at 
the 
quarters. 


and are 


present being carried on in various 


large Merck plant—in many 


cases 


de Hoyos Elected Alternate 

Luis de Hoyos, general manager of Synfleur Scien- 
tific Inc., Monticello, N. Y., has 
elected an alternate delegate at large to the Republican 
National convention, to be held in Chicago in June. Mr. 
de Hoyos has long been prominent in party affairs in 
his district and has been a district delegate or alternate 


Laboratories, been 


to past conventions. 


Death of Felix Cola 


Felix Cola, chemist and perfumer, died at the home 
of his mother at Beaugency, France, on March 27, at 
the of 45. Mr. Cola, well known to 
many in the American industry through his connec- 
tion with the raw ma- 
trade as well as 

his voluminous 
authoritative  writ- 
ings on technical subjects 
pertaining to perfumery 
and toilet goods, was for 
some years connected with 
the house of Th. Muhle- 
thaler & Co., and 
for a with 


age who was 
houses in 


terials 


several prominent 
through 
and 


later 
time Société 
Sopros. More recently he 
had been engaged in tech- 
nical and consulting work 
and his latest book, “L 


du Parfumeur,” 


ivre 
has just 





made available to 
industry. He 
His death will come as 


been 
the 
and one son, Réné. 


THE 


LATE FELIX COLA 
leaves 
his widow 
a distinct shock to those who knew him and held his 


technical ability in high respect. 


Pinaud Wins on Vanity 


In a decision handed down on April 20, Judge Robert 
P. Patterson in U. S. District Court held the Friedman 
patent, No. 1,790,580 for a vanity of the compressed 
powder type “void and not infringed” by the vanity of 
Pinaud, Inc. This is the decision in the suit brought 
by Lupe’, Inc., against Majestic Metal Specialties, Inc., 
and Pinaud, Inc., claiming infringement of the patent 
by the Pinaud powder 
tic feature of which is a_ perforated 
which the powder is delivered. 


loose vanity, the characteris- 


plate through 


April, 1932 95 






































































Florasynth to Represent Barbagallo 

Florasynth Laboratories, Inc., New York City, has 
been appointed sales representative in the United States 
for the citrus manufactured by Fratelli Bar- 
bagallo di Mauro of Fiumefreddo, Sicily. The house 
of Barbagallo di Mauro is well known in Europe as a 
supplier of these products and has been engaged in the 
production of citrus oils for many years. 


oils 


Florasynth 
Laboratories, Inc., has advised us that stocks of lemon 
and orange from the new crop as well as bergamot, 
neroli and petitgrain manufactured by this 
are now available. 


new ac- 
count 


Fink Returns from Porto Rico 


J. H. A. Fink, export 
Co., New York, just returned 
trip to Porto Rico where he visted San Juan, Rio 
Piedras, Hato Rey, Caguas, Santa Isabel, Arecibo, 
Mayaguez, Bayamon, and Toa Baja. Mr Fink was well 
pleased with the results of his trip, 
ditions in Porto Rico improving. 


Powell & 


business 


manager for John 


has from a 


reporting con- 


Naef Samples to Columbia 

The organic laboratories of Columbia University 
have just received from M. Naef & Co. of Geneva, 
Switzerland, through the courtesy of their American 
agents, Ungerer & Co., New York, a very beautiful 
display cabinet exhibiting two hundred and twenty- 
five uniformly bottled and labeled samples of Naef & 
Co. products. This collection of perfumes and syn- 
thetic organic chemicals from this house is now on 
exhibition in the research organic laboratories, on the 
fifth floor of the Chandler building, Columbia Uni- 
versity, where it may be seen by those interested. As 
these laboratories are constantly engaged in investi- 
gations in the perfume field, this collection is of con- 
siderable value to the research workers. 


Hydrox Agents’ New Address 


Frank E. Wilson & Co., agents for “Hydrox” house- 
hold, laundry and motor products, has moved offices 
and factory from 38-07 31st street to 30-59 41st street, 
Long Island City. 


Don Baxter's New Laboratory 


A new laboratory has just been completed by Don 
Baxter, Inc., Glendale, Calif., and the has 
now installed its manufacturing and research opera- 
tions in this photograph of 
shown below. The company, which is headed by Dr. 
Donald E. Baxter, recently entered the cosmetic field 
and is producing a line of toilet preparations which 
is meeting with considerable success. 


company 


new plant, a which is 


The laboratory is divided into several sections, the 
H. Overton 
being equipped for general analysis of products and 
raw materials. Adjoining this is the library 
physical laboratory containing equipment for 
in physical bacteriological chemistry. <A 
chemical laboratory on the second floor is in charge 


main chemical laboratory, in charge of F. 


and 
work 


and bio- 


of Dr. Ablahadian who has had considerable experi- 
ence in this line of work. 

The manufacturing department has been designed 
to permit of expansion as necessary. It is equipped 
with kettles, mixers, filters and ointment mills as well 
as a large still for water. In a separate unit, there 
is equipment for 
after a study of recent and advertisements 
THE AMERICAN PERFUMER. A _ special 
glass blowing department and a printing plant are also 
included. 

Dr. Baxter is a firm believer in research work in 
cosmetics and toilet goods and considers that problems 
of production can be solved only through careful work 
in chemistry, bio-chemistry and dermatology. 


manufacturing powders, selected 
articles 


appearing in 
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Harper Convention at Atlantic City 

The annual Harper Method Convention for the Mid- 
dle Atlantic States Division was held recently at Atlan- 
tic City and was attended by more than 150 delegates. 
Presiding at the sessions was Martha Matilda Harper, 
and head of the which bears her 


founder company 


Mr. MAcBAIN, MIss HARPER, MIss 


AND MISS SCRIBNER ON THE 


ANN HARPER 


BOARDWALK 


Method schools. In addition 
to demonstrations and displays, a most interesting and 
instructive program was presented by officials of the 
company and a few outside speakers. 

Robert A. MacBain, Martha 
Matilda Harper, Inc., discussed “How to Run a Har- 
per Method Shop and Make Money,” outlining a defi- 
His talk 
also included a comparision of the beauty field with 
other lines of endeavor in which women work. Miss 
Ann Harper, superintendent of the Harper Method 
Training School, discussed the question of “Disclosing 
Hair Complexion Mysteries,” her talk being a 
scientific one illustrated by anatomical charts. 

Warren Van Kirk, the company’s chemist and pro- 
duction man, told of the repackaging of the Harper 
line and the changes made in it 
duction of several new products. 


name and of the Harper 


vice-president of 


nite shop policy aimed at financial success. 


and 


including the intro- 
Mildred E. Scribner 
explained the advantages of the company’s new na- 
tional advertising campaign and explained 
could be made of benefit to every Harper shop. 
also discussed the entrance of the company 
field of department store merchandising. 

Outside speakers included Miss Carola Kip, fashion 
representative, and Miss Helen associate 
editor of Harper’s Bazaar, and Mrs. David Steuerman 
of New York City. The meeting was a highly suc- 
cessful one and as usual reflected great credit on the 
Harper organization and its officials. 


how it 
She 
into the 


Cornelius, 


Congratulating VM. and Mme. Rocherolles 

We are pleased to extend congratulations and best 
wishes M. and Mme. Guy Paris on 
their marriage which took place at the church of 
St. Leon on March 1. Mr. Rocherolles is the son of 
Rocherolles, general manager of Roger & 


Rocherolles of 


Jacques 
Gallet. 
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Doolittle Returns from Abroad 


Addington Doolittle, president of Compagnie Pa- 
rento, Croton-on-Hudson, N. Y., returned recently on 
the Albert Ballin, after spending about eight weeks 
in Europe. His first was in Southern Italy, 
where he spent about ten days in Messina and Reggio 
Calabria studying the citrus oil situation and making 
motion pictures of the 
bergamot. 


stop 


hand pressing of lemon and 
Here he found that the men doing the 
pressing received about 3 lire per basket of skins from 
which about three 
pressed. 


American pounds of oil could be 
found, could extract the 
oil from four or five baskets of peels each day. The 
work of extracting the juice is girls 
who seemed to work better under the stimulus of 
music, the girl in charge leading them in popular 
Italian songs as they worked. He visited 
turesque near Mt. where the 
fields smoking last 
1929, 


Good pressers, he 


performed by 


also pic- 


Taormina, lava 


still 


Aetna, 


are from the eruption in 

From Southern Italy, Mr. Doolittle went to the 
South of France, spending about two weeks at the 
plant of Pierre Dhumez & Cie., in Valluaris, and from 
there to Marseilles, where he visited the company’s 
ylang ylang other 
Réunion. He spent 
time conferring with the officials of the Syndicat Bas 
Alpin, suppliers of lavender, 
spike oils for his company. 


principals 
from 


in geranium, and oils 


Madagascar and also some 
and French 
Visiting Spain, he made 
his headquarters in Barcelona and studied the situa- 
tion in Spanish oils most of which he believes will be 
in rather short supply and firmer in price than they 
have been recently. 


lavandin 


Little thyme and origanum will 


A. ZUNDEL, ADDINGTON DOOLITTLE AND HENRI JOLIET 


be produced owing to the political and social unrest 


in Andalusia where these oils are produced in Mr. 


Doolittle’s opinion. 

Returning to Paris, he spent some time at the plant 
of Organico, S. A., at Nanterre, 
the situation in 


where he discussed 
with A. Zundel, 
managing director, and Henri Joliet, technical director 
of that company. 
tor Hasslauer in 


aromatic chemicals 
He also visited Etablissements Vic- 
Paris and with Mr. Hass- 
lauer the situation in otto of rose, musk and amber- 
gris. 

Both he and Mrs. Doolittle, who accompanied him, 
report a most enjoyable and profitable trip. 


discussed 
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Ritchie To Handle “Symetro” 

Metro Products Co., Detroit, has contracted with 
Harold F. Ritchie & Co., Inc., New York and Toronto, 
to handle sales of its product “Symetro,” a product for 
reducing weight. The company has moved to larger 
quarters at 825 Fox Theatre Building from its former 
address, 1763 Penobscot Building. 


Barbara Gould Visits Boston 


Miss Barbara Gould, creator of the “Barbara Gould” 
cosmetics, flew by special plane from New York to 
Boston, March 21, to spend the week in the toiletries 
department of Jordan Marsh Co.’s store. A _photo- 
graph of Miss Gould ready to enter the plane which 
carried her to Boston is shown below. 

Miss Gould is well known throughout the country 
from her radio talks, but never before have her New 
England devotees had the opportunity of consulting 
with her personally on their beauty problems. For 
a week, each day from eleven until four, Miss Gould 
held conferences with the many adherents to the “Bar- 
bara Gould” toiletries advising them of their individual 
needs and telling them of her “four stages of beauty” 
Miss Gould states, “are the 
‘teens,’ the ‘20's,’ ‘30’s’ and ‘40’s and beyond.’ For 


idea. “The four stages,” 


each of these periods I have designed cosmetics to 
care for the skin in the best possible way and my 
methods are so simple that they may be easily and 
effectively carried out at home.” 

During the next six months or more, Miss Gould 
has planned visits to the various centers throughout 
the United States that she may come in personal 
contact with the women who know her so well through 


her radio talks and who have expressed a desire to 
consult her personally on her beauty methods. Her 
itinerary includes Pittsburgh, Atlanta, New Orleans, 
Dallas, Denver, Kansas City, St. Louis, Minneapolis 
and Indianapolis. 
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Mudge Handling Aromatic Sales 


Arthur W. Mudge is now in charge of sales of raw 
materials for the perfume, toilet preparation and 
flavoring extract industries for the fine chemicals 
division of E. I. duPont de Nemours & Co., Inc., of 
Wilmington, Del. Headquarters for these products 
are located in convenient 
offices at 260 West Broad- 
way, New York City, to 
which address _ inquiries 
regarding the company’s 
aromatic products should 
be addressed. The line in- 
products 
formerly manufactured by 


cludes the 


Newport Chemical Works, 
Rhodia Division, recently 
taken over by the du Pont 
company and also the 
products of 
Societe Chimique Usines 
du Rhone sold under the 
well-known “SCUR” mark. 
Mr. Mudge is well known in the toilet goods in- 


aromatic 


L, 


OB ¢ 
ARTHUR W. MUDGE 


¢ 


dustry having spent nearly fifteen vears in various 
capacities in the essential oil and aromatic chemical 
trade and is thoroughly familiar with the line and the 
raw materials used in cosmetic and flavor production. 


Bromund’s New Sun Bleachery 


E. A. Bromund Co., Elmsford, N. Y., advises that 
it has opened a new sun bleachery in Morris County, 
N. J. The bleachery building is a two-story struc- 
ture so arranged that bleaching may be done in glass 
and out in the open. The new bleachery will be op- 
erated in addition to the one at Elmsford. and as in 
the past, the company will carry stocks in Chicago, 
Paris, Tennessee, Los Angeles, San Francisco and St. 
Louis. 

The company was established by the late Ernest 
A. Bromund in 1880. On Mr. Bromund’s death in 
November, 1918, his son, J. F. Bromund, became presi- 
dent and active head of the business. With him is 
associated as treasurer, Elmer Helmbold, who has 
been connected with the company for thirty-five vears. 


New Directors of Armstrong Cork 


Stockholders of the Armstrong Cork Co., Lancaster, 
Pa., have authorized the company to buy back from 
officers and employees 24,000 shares of stock at $25 a 
share. New directors elected include A. P. Greeb, W. 
R. Hill, Charles L. McCune, Frank B. Ingersoll and 
Fowler Manning, president of the Smith-Corona Type- 
writer Co. They succeed H. A. Truslow, William H. 
Pfahi, Herman A. Busch, H. J. Bucknall and William 
H. Robinson. 


Rommert Co.’s New Address 


The Rommert Co., Chicago representative for the 
Art Tube Co., Irvington, N. J., has moved to more con- 
venient quarters at 154 West 59th street. 
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Prize for Miss Schulze-Berge 

It is indeed a pleasure to extend our congratulations 
to Miss Laurose Schulze-Berge her father, 
-aul Schulze-Berge, Jr., of Heine & Co., New York 
City, on the literary honors which have recently come 
Miss Schulze-Berge 
and 


and to 


to her. For has been in- 
terested in 


of her early poeti- 


years, 
writing 
some 
cal efforts were published 

Now 
us and 


in this magazine. 
she has outgrown 
is taking honors in a 
broader field. 


At the 
tion of 


recent conven 
the 


Press 


Columbia 
Associa- 
Columbia Uni- 
versity, New York, Miss 
Schulze-Berge was award- 
ed the first 
best short story appearing 


Scholastic 


tion at 


medal for the 





in a secondary school pub- 
lication, her story being 
entitled “Bleak Winter.” 
the same 
addition, 


SCHULZE-BERGE 


LAUROSE 


Last year she also took first 
class for her story, “Chariot of 
The Blotter, publication of the 
which she was associate editor 


prize in 
Fire.” In 
Kew-Forest school, of 
last year and editor the year before won first place 
in the annual magazine group. 

Miss Schulze-Berge was graduated from Kew-Forest 
school last and is at Sweet 
Briar college. Another of her works, a one-act play, 
“Isn’t Heaven Old-Fashioned?” was presented by the 
Gardens Players of Forest Hills, L. 
annual entertainment on April 1 
We again extend our congratulations and ven- 


June now a freshman 


I., as a part of 


their and 2 this 
year. 


ture the prediction that an interesting literary career 
is opening before her. 


Fire Damages Swindell’s Home 


The home of Walter B. Swindell, Jr., of Swindell 
Brothers, glass manufacturers, Baltimore, was badly 
damaged by fire believed to have been caused by 
short-circuiting of electric wires in the cellar, on the 
March 17. The whole the 


story frame dwelling was wrecked. Mr. Swindell, was 


evening of interior of two- 


at dinner with his sister at the time the blaze was 
discovered. 
Schang Sails for Europe 

Frederick Schang, president of The Lorscheider, 


Schang Co., New York City, and Mrs. Schang sailed 
on the Bremen, April 12 for a six weeks’ trip in 
Europe. They will visit Germany, France and Eng- 
land. 


W aterbury Box Enlarges Offices 

The New York offices of the Waterbury Paper Box 
Co., Waterbury, Conn., are being moved to a larger 
the 100 42nd 
The additional space will greatly facilitate handling of 
the company’s steadily increasing business in Metro- 
politan territory. 


suite in same building at East street. 
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Kolar New York Visitor 

G. S. Kolar, president of Kolar Laboratories, Chi- 
toilet preparations the 
trade, was a New York visitor early this month, mak- 


cago, manufacturers of for 
ing the trip from his Chicago headquarters and back 
Mr. Kolar has advised us of the open- 
ing of a New York office for his company. It will be 
under the direction of R. S. Thompson as Eastern 
representative. Mr. Thompson is well known to the 
Further de- 


by airplane. 


trade throughout the Eastern territory. 
tails regarding the new branch office will be announced 
later. 


Congratulating Mr. and Mrs. Sidney Picker 
Mr. Mrs. Picker of New York 
ceiving congratulations on the arrival of 
the Fitch Sanitarium April 18, weight 5 
ounces. Mr. Picker is associated his 
uncle, Picker, in the of Crystal 
Chemical Co., and Trece Laboratories, New York. 


and are re- 


Natalie 


Sidney 


Louise at 
pounds 8 with 


Myram management 


Stange Transferred to Chicago 

Edward Stange, who for some years has represented 
Norda Essential Oil & Inc., in Toronto 
and vicinity has been transferred to the Chicago office 
of the company and will cover the 
and Mid-West territory in the future. 


Chemical Co., 


trade in Chicago 


W. J. Bush in New Quarters 


Webb, treasurer of W. J. Bush & Co., 
Inc., New York has advised us that the company is now 


R. Righton 


located in more convenient quarters on the ninth floor 


of the building at 11 East 38th street. The new 
telephone number is AShland 4-2937. At the new ad- 
dress excellent facilities are available for growing ac- 
tivities and further expansion. Under Mr. Webb’s 


direction the company has been making steady progress 
and recently he 
was joined in its 


management by 


Hugh Gill, who 
had been’ con- 
nected with the 
London house oi 
W. J. Bush & 
Co., Ltd. Mr. 
Gill is now sales 
manager of the 
American com- 
pany which has 


charge of sales 
of Bush products 
in the United 
States. The 


has for 


R. RIGHTON WEBB AND HUGH GILL 


American plant at Linden, N. J., years been 


under the direction of Dr. R. S. Swinton, chief chem- 
ist. A Canadian affiliate is located in Montreal to take 
the Dominion. 


care of business in 
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American Solvents Reorganization Effective 

The plan announced in our February issue for the 
reorganization of American Solvents & Chemical Corp., 
New York, has been declared operative by the Reor- 
ganization Committee. The securities affected are the 
American Solvents 6% per cent debentures; Rossville 
Commercial Alcohol 6 per cent debentures; General 
Industrial 6% per cent debentures and the preferred 
and common stock of American Solvents. It is an- 
nounced that over 70 per cent of the debentures have 
been deposited and that the reorganization committee 
intends to proceed as rapidly as possible to effect the 
consummation of the plan. 

Joseph P. Ripley, vice-president of the National City 
Co., is chairman of the Reorganization Committee which 
includes C. O. Cornell, Milton C. Cross, Frederico Lage, 
Arthur W. Loasby, John Nickerson, Henry I. Peffer, 
Davenport Pogue, I. J. Seskis and Leslie L. Vivian. 


Leon Givaudan Made Legion Officer 


We have learned with great pleasure of the promo- 
tion in the Legion of Honor of Leon Givaudan, who 
in the future will bear 
the title of Officer. Mr. 
Givaudan is the founder 
and with his _ brother, 
Xavier, active head of the 
house of L. Givaudan & 
Cie., Paris and Geneva, 
Switzerland. His new 
rank came to him in rec- 
ognition of his. distin- 
guished services to French 
industry and commerce 
and good feeling between 
France and Switzerland. 

Mr. Givaudan is well 
known to many of our 





LEON GIVAUDAN 


readers through his fre 

quent visits to the American trade and to the asso- 
ciate house, Givaudan-Delawanna, Inc., New York. 
His many American friends will join us in heartiest 
congratulations. 


New duPont Chicago Appointments 

J. Feit and C. Majewski are now connected with the 
fine chemicals division of E. I. du Pont de Nemours 
& Co., located in the Chicago office, according to a 
recent announcement by the company. 


Spilker New York Visitor 


A. G. Spilker, vice-president in charge of the Chi- 
cago office and plant of the New England Collapsible 
Tube Co., was a visitor in New York early in April, 
greeting many of his friends in the trade. 


American Cosmeticians Plan Convention 

Miss Frances Martell, secretary of the American 
Cosmeticians Association, announces that it will hold 
its 13th annual convention and trade show at the 
Hotel Sherman, Chicago, on August 22, 23 and 24. 
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Emile Abouchar Represents Myrurgia 


Abouchar & Co., of 9 East 37th street, New York 
City, is now representative in this country for the 
Spanish cosmetic concern, Myrurgia, S. A., with main 
offices in Barcelona. Esteban Monegal, son of the 
founder of the house, became president in 1916. Since 
that time the company has grown to include distri- 
bution in most countries of the world. 

Originally Mr. Monegal was a sculptor. In his pe 
fume and cosmetic work his art is evidenced in the 
varied and beautiful package designs he has effected 
for the many products. Several complete lines, each 
with its individual odor pervading the items, have 
been developed; the “Maja” line, an ambre odor, con- 
sisting of perfume, eau de cologne bath powder, 
shampoo, talcum and face powders, and soaps. Ef- 
fective red, black and gold containers, typically Span- 
ish in design, characterize this line. “Orgia,’ an- 
other complete line, is effected in red and white; 
“Maderas de Oriente” (Woods of the Orient), con- 
sisting of powder, perfume and soap, is smartly pack- 
aged in blue, rose and gold, and scented, as the name 
implies, with a woodsy, oriental odor. “Suspiro de 
Granada” (breath of Granada) also carries out the 
Spanish idea of packaging, contained in unusual 
shaped and novel bottles in red and black coloring. 
All of the floral odors are represented in the various 
perfumes, “Clavel” a spicy carnation odor, etc. 

These products have already obtained an extensive 
distribution in this country; being carried in the de- 
partment stores in New York City and in one store 
exclusively in the smaller cities. 

A novel method of advertising these products is by 
a series of attractive booklets, “Charles Femeninas 
Talks on Perfume,” which tell the interesting story 
of perfume history and anecdotes as well as the dif- 
ferent types of perfumes for the numerous types o} 
people. These booklets, together with enclosed loose- 
leaf advertising sheets are distributed to prospective 
customers and Mr. Abouchar advises us are creating 
considerable interest in the lines. 


Koster Keunen’s New Bleachery 


Koster Keunen, who has been selling beeswax to 
American manufacturers for many years has estab- 
lished a new beeswax sunbleachery at Sayville, N. Y. 

The company was founded in 1852 by J. van de Ven, 
who was married to Mrs. Keunen. In 1870 Mrs Keu- 
nen married B. Koster which led to the adoption of the 
name B. Koster Keunen. 

The company established in Aalst, Holland where 
it has operated a beeswax sunbleachery and a large 
candle factory continuously. At present the foreign 
company is in charge of the three brothers L. Koster, 
Alph. Koster and B. Koster Jr. sons of the late B. 
Koster. 

Prior to the war the company was interested in a 
large beeswax sunbleachery in Orleans, France which 
we are advised, was reputed to be the largest in that 
country. 

The American bleachery is in charge of Alph. Koster 
and G. Koster, son of L. Koster. The former has been 
engaged in the beeswax business for forty-two years. 
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Francois Goby on Visit Here 


Francois Goby director of Tombarel Fréres, Grasse, 
France, arrived on the Lafayette, April 13, for a visit 
of four to six weeks. Mr. Goby is making his head- 
quarters at the New York offices of Albert Verley, Inc., 
his American representatives. After a stay in 
New York he left for the 
West with L. J. Zollinger, 
vice-president of the Ver- 
ley company to meet David 
A. Bennett, president of 
that company in Chicago, 
with whom he will visit 
the trade in Middle-West- 
ern and Western territory. 
He also to visit 
Canada and plans to at- 
tend the convention of the 
American Manufacturers 
of Toilet Articles in New 
York, April 26. 

Pleased with the prog- 
his house in the 
United States and optimistic over 


short 


expects 





GOBY 


FRANCOIS 


ress of 


prospects for in- 


creased business in this market, Mr. Goby plans to 
visit his representatives here twice each year in 
order to maintain the same intimate contact with 


the American business which prevails in the relations 
of the principal office in with and 
aris, England, Italy and Mr. 
Goby visits these countries regularly and now plans 
the same service for his customers and friends in the 
United States. in the 
American market will be pleased and gratified at this 
decision. 


Grasse branches 


agencies in Spain. 


We are sure his many friends 


Morris Now With Pfaudler 


Fred B. Morris, formerly connected with the Glas- 
cote Co., Euclid, O., is now associated with the Pfaud- 
Rochester, N. Y., as special 
Morris has had long experience in the field of 
the consuming 


ler Co., representative. 
Mr. 
equipment known in in- 


and is well 


dustries. 


Mr. 


Otto Giese, of August Giese & Son, New York City, 
accompanied by Mrs. Giese, will sail on the Aquitania 


and Mrs. Giese Sail 


April 27th for a six weeks’ business and pleasure trip 
abroad. Mr. and Mrs. Giese plan to visit points of in- 


terest in France, England and Germany. 


Congratulating Mr. and Mrs. Crowley 


Friends of Charles E. for 
the Alsop Engineering Co., New York, N. Y., will be 
glad to learn of the arrival of Charles Edward Crow 
on April 9. 


Crowley, sales manager 


ley, Jr., 


Additional Space for Robart 


Robart, Boston, has 


business 


Sophia cosmetics, advised us 
that increased has take 
larger space at the same address, 45 Newbury street. 


compelled her to 
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New Company Compagnie Re-Naitre Formed 


Compagnie Re-Naitre has recently been organized 
the manufacture and distribution of a cream 
known by the same name and with offices at 580 Fifth 
avenue, New York City. The officers of the new com- 
pany Erich Laetch, president; E. Baruch, vice- 
president and general manager, and Edward Baruch, 


for 


are 


secretary and treasurer. 

Mr. Laetch, better known as Erich, has a chain of 
beauty parlors in Westchester, in New Ro- 
chelle, White Plains and Baruch has 
long been connected with industry and 
is well retail For many years he 
was in charge of the importation of perfumes for the 
Tientsin Trading Co., New York. Later he was con- 
nected with the National Department Stores as gen- 
eral and European 

The cream manufactured by the company is being 
distributed through department and the high 
grade beauty parlors. Among the many already on 
the list are Saks Fifth avenue and B. Altman & Co., 


located 

Greenwich. E. 
the 

outlets. 


cosmetic 
known in 


merchandise man director. 


stores 


New York; the T. Eaton Stores of Canada, and A. 
H. Harris of Dallas. 

The Re-Naitre advertising campaign will use as 
one of its features a mask of a stage celebrity show- 


ing the effect of the cream on the face. One side of 
this mask shows the lines and wrinkles and sagging 
before treatment and the other side, the firm 
after treatment. Attractive counter displays 
will also be furnished dealers which will later be sup- 
plemented with national advertising. 


muscles 
contour 


Handed Down Ayer Decision 


We are pleased to present a recent photograph of 
U. S. District Judge Robert Porter 
April 14 down a decision in 


*atterson, who on 
the 
litigation between Harriet 
Hubbard Ayer, Inc., and 
Manufacturing 
Co., Inc. Judge Patterson 
the youngest 
the District 
Court bench and since his 


handed important 


Recamier 


is one of 
members of 


appointment by President 
Hoover has had the honor 


of deciding several ex- 
tremely important cases. 
He was graduated from 


Union College in 1912 and 
after his admission to the 
bar practiced law in New 
York. His decision in the 
Harriet Hubbard Ayer 
case was clear, decisive and splendidly written. 





JUDGE R. P. 


PATTERSON 


Abroad 


New York, general manager of 
States and 


Lisner Sails for 


Lisner, 
United 


Leonard E. 


Rimmel, Ince., Canada, will sail 


with Mrs. Lisner on the Jle de France on March 22, 
for a two months’ trip abroad to include visits to the 
factories of Parfumerie Rimmel in France and 
England. 
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Soap Firm Opens Campaign 


Hulman & Co., manufacturers of ‘“Presto-White” 
cleanser and water softener, has begun the produc- 
tion of this product in 12 oz. and 32 oz. packages, and 
now has achieved a wide distribution of their product 
in Indiana. The company has two 


diana, at Terre Haute and Evansville. 


factories in In- 


Eugene Muller Visitor Here 


Eugene Muller of J. Mero & Boyveau, Grasse, France 
arrived on the Roma April 4 
American trade. He is 
making his headquarters 
with Dodge & Olcott Co., 
New York City, American 
representatives for his 


for his annual visit to the 


and after a 
fortnight in New York 
will spend the remainder 
of his time visiting the 
in the West and 
other sections of the coun- 
try. Mr. Muller is one of 
the best 
foreign 


company, 


trade 


known of 
visitors 


our 
and _ his 
counsel on raw material 
problems _ is 


many of the 


sought by 


EUGENE MULLER 


manufactur- 
ers with whom he has become well acquainted through 


his frequent visits to this country. 


Reich-Ash Corp. Appointments 


The Reich-Ash Corp., New York City, advises of the 
appointment of J. George Slater as general sales man- 
ager for Reich-Ash Corp., and its subsidiaries. 

Mr. Slater was born and educated in New York City, 
and early devoted his attention to salesmanship, which 
he has made a hobby. Prior to coming with the Reich 
Ash Corp., he was for fifteen years sales manager of 
He joined The Reich- 
Ash Corp. a number of years ago and was in charge 
the the late 
of the corporation, he took 


a large Brooklyn metal house. 
of the Canadian territory. On death of 


Monroe Loeb, president 
charge of the sales of that corporation. 

The company has begun an expansion program and 
is opening up new floor of its 
In line with this policy of 


assistant 


showrooms on the third 
offices at 307 Fifth avenue. 
Ash, 
company, is making trips throughout the country, fol- 
lowing up large business leads. 

Among the 


expansion, Emanuel treasurer of the 


new men who added to the 
sales staff is Victor Ash, the youngest son of Sidney 
Ash, chairman of the board of directors of the allied 
companies. 


Hall 


career as a 


have been 


He was recently graduated from Erasmus 
School of 


salesman in 


High 3rooklyn, and is beginning his 


Ash, 


chairman of the board, is spending most of his time at 


the showroom. Sidney 
the factory supervising manufacturing and purchasing 
activities there. His friends will be glad to know that 
his health is much improved and that he plans a trip 
to the Maine woods later in the Spring. 
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J. Hungerford Smith Dies 


J. Hungerford Smith, founder of the J. Hungerford 
Smith Co. and its president until Oct. 24, died at his 
home in Rochester, N. Y., April 19, at the age of 77. 

Mr. Smith born in St. Lawrence County, the 
son of Colonel William P. Smith. He attended 
Hungerford Collegiate Institute at Adams, N. Y., and 
later entered the University of Michigan, from which 
he was graduated in 1877. Three later he 
started a drug store in Ausable Forks, N. Y., which 
he operated for eight years. 

In this store Mr. Smith obtained a wide reputation 
in the making of soda-fountain drinks. It was 
this beginning that the J. Hungerford Smith Co., man- 
ufacturers of fruit was fostered. He 
the industry in Rochester. The 

into the largest of its 


was 


years 


from 
syrups, estab- 
lished company de- 


veloped one of kind in the 
country. 

He was a prominent thirty-third-degree Mason. He 
received the thirty-third degree at 
Mr. Smith married, on 
Dawson of Ausable 
daughters, J. 
Mrs. 


Leroy Kellus of 


Pittsburgh in 1896. 
June 17, 1883, Miss 
survives with a son 
Elwood Smith, Mrs. R. H. 
George H. Clark, all of Rochester, 
Malone. 


Jean 
Forks, who 
and three 
Rogers and 


and Mrs. 


Introducing a New Contributor 


We introduce this month another new contributor to 
our pages, Raymond E. Bell, whose article on industria] 
Mr. Bell 


management 


co-operation appears elsewhere in this issue. 
3ell, 


engineers of New York and Chicago, in which capacity 


is president of Raymond E. ine. 
he has acted as an advisor on problems of merchandis- 
ing, accounting, sales promotion and production for the 
last 
number of 


fifteen years. He is also executive director of a 
and his ex- 
fitted 


exceptionally to 


national trade associations 


perience has him 
discuss 


the question of co-opera 


tive activities. He is a 
graduate of the Massa- 
chusetts Institute of 


and during 
attached to 
the Quartermasters Corps 
with the Major, 


having complete charge of 


Technology 
the war was 
rank of 


organization and methods. 


We are sure our readers 
will secure much pleasure 
and advantage from a 
careful study of Mr. Bell’s 


article. 





BELL 


RAYMOND FE. 


Carr-Lowrev Moves Offices 


The New York 
Co., of Baltimore, 


offices of the Carr-Lowrey Glass 
Md., located at 500 Fifth 
avenue. For some years the company has been located 
at 41 East 42nd street. 
the direction of A. F. Kammer, vice-president in charge 
the East, 


growing 


are now 


The New York offices are under 


of sales in and have been responsible for 


a_ steadily volume of business. The 


telephone number is CHickering 4-0592. 


new 


The American Perfumer 







































Brewster Sales Manager for Lentheric 

R. C. Brewster, formerly president of the Pageant 
Corp. of America, New York City, has joined the staff 
of Lentheric, Inc., also of New York City, as sales- 
manager. His appointment effect March 14. 
While Mr. Brewster has not been associated with the 
cosmetic industry in the past he has had broad ex- 
perience in various fields of selling, being at one time 
executive with the advertising 
Rudolph Mosse, Inc., New York City. and also in busi- 


took 


an account firm of 
ness for himself, preparing market surveys and various 
financial reports, 

At the present time he is on a rather extended trip 
the South, Philadelphia 
Atlanta, and before returning he will visit Dallas. 

C.F. 
ager in charge of the United States territory, will leave 
shortly on a trip through the Middle West. 
us that the policy of the company this year is to de- 


through having visited and 


Maeding, vice-president and general sales man- 
He advises 


velop closer relations between the field representative, 
the dealer and the home office. 
Ebert on Factory Trip 

S. H. Ebert, secretary of the Interstate Color Co., 
has returned from a stay at the company’s factory at 
Coleman’s Station, New York. The trip was made by 
automobile in April, and for the first time this year 


Mr. Ebert encountered heavy snow. 


— , 
Fire Threatens Brooks & Porter 

Fire on the morning of April 21, threatened the plant of 
Brooks & Porter, Inc., 304 Hudson street, New York, but 
the only damage was from water poured intoa floor above 


British Industries Fair Displays 

We are able to present this month, three additional 
the British 
London. The dis- 
plays this year were more varied and interesting than 


displays of perfumery and soap houses at 


Industries Fair now in progress in 


heretofore and a larger number than usual were de- 


voted to toilet preparations. The accompanying group 
Per- 


soap 


includes the displays of DuBarry 


Ltd., Thomas 
and H. 


of pictures 


fumery Co., Cussons Sons, Co., 


manufacturers, 


sronnley & Co., Ltd., perfumers. 


Death of George C. Spencer 
Spencer, founder and president of the 
Spencer Perfume Co., South Bend, Ind., died in that 
city April 10, after an illness of about ten days. He 
was fifty-four years old. 


George C. 


Mr. Spencer founded his com- 
pany after brief early experience in the drug field and 
for the last 29 years it has been located in South Bend, 
and able direction, it has 
forced to enlarge its 


Interested in co-operative work, he 


where under his energetic 


several times been facilities. 


was a member of 
the National Wholesale Druggists Association and had 
served on important that 
was American 
due to 


committees of 
also a member of the 
Toilet Articles. Death 


several or- 
ganization. He 
Manufacturers of was 


Bright’s disease. 


A.M.A. Convention 


one 


Nivea at 

Only 
wares at the forthcoming convention of 
Medical Association to be held at 
9 to 13, according to the list of exhibitors issued by 
This will be P. Biersdorf & Co., New 


cosmetic manufacturer will display his 


the American 
New Orleans, May 


the association. 


York, which will show its “Nivea” cream. Sample 
tubes will be distributed at the booth, No. 353. Last 
year there were three toilet goods houses represented 


at the meeting. 


L’Allement Sails for Europe 

Marcel L’Allement, president of Nancy Crystal Co., 
New York City,-sailed on the Jle de France on April 
8 for a W hile will 
spend his time in conference with his principals, the 
Nancy, France. He 
May. 


brief stay in France. there he 


Cristalleries de Nancy, expects 


to return early in 


Brill on Vacation Cruise 


Brill, of the Stein-Brill Co., New 
accompanied by Mrs. 


Louis I. York City, 
Brill, has returned from a vaca- 
The trip 
Mr. Brill 


Havana and the West Indies. 
While in 


sport, swimming. 


tion cruise to 


was made on the Oviente. Havana 


enjoyed his favorite 





& Essential Oil Review 


April, 1932 





Chicago News Notes 


Perfumers Stage Spring Frolic 


The Chicago Perfumery, Soap and 
ciation held its annual Spring frolic on April 14, 
at the Hotel Sherman in the College Inn. The per- 
call this annual spring 
dance their “Ladies’ Night” and W. Kedzie Teller, the 
chairman of the entertainment had 
fully considered the ladies when he selected the fea- 
He also proved himself an 
epicure of rare ability, having arranged a most de- 
licious and tempting dinner. Amid the 
tions were scattered a generous assortment of 
and noise makers, that always help to make a party 
a real success. With Coon Sanders famous Radio Or- 
chestra furnishing the dance music, it 
mention that the popular scene of merriment 
was the dance floor. The entertainment program in- 
cluded five unique feature acts and the actors responded 
applause and 
surely contributed their share towards the amusement 


Extract Asso- 


fumers more appropriately 


committee, care- 


ture acts of the evening. 


table decora- 
favors 


is needless to 
most 


most generously to the they received 


of the guests. 


Drug Association Elects Officers 


The annual meeting and election of officers was held 
by the Chicago Drug and Chemical 
March 31 and the following officers 
president, William O’Neill, Emerson Drug Co.; vice- 
president, E. L. Drach, Abbott Laboratories; treas- 
urer, M. B. Zimmer, Fritzsche Brothers, Inc.; secretary, 
J. W. Brooks, Bristol-Myers Co. 

Thursday, April 28, marks the date of the annual 
Drug and Chemical dinner-dance, which will be held 
this year at the Medinah Athletic Club. 
their custom of:the past several years, the associa- 
tion will again play hosts to all the and 
their ladies. The entertainment committee in charge 
of Floyd Kenyon Thayer promises that it will be a 
night of 1929 Oriental splendor, minus all charges, a 
mammoth night of stellar entertainment, and in short 
the greatest party ever attempted in the history of 
the association. 


Association on 
were elected: 


Following 


members 


Wm. O’NEILL E. L. DRAcH 
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Death of J. C. Gallagher 


John C. Gallagher, vice-president and general man- 
ager of the Pharma-Craft Corp., shot and killed him- 
self, after swallowing a quantity of poison, while in 
his office at 30 North Michigan avenue. His body 
was found lying beside his desk late in the evening 
by a scrubwoman. Liquid in two glasses on a nearby 
desk contained chemical solution and alongside was a 
vial containing a yellow fluid. Mr. Gallagher was the 
son of the founder of Faxon & Gallagher Drug Co. 
of Kansas City, Mo., and was 40 years of age. He 
lived with his the Edgewater Beach Apart 
ments. 


wife at 


Pettee Emerges as Author 


Frank H. Pettee, former 
Perfumery, Soap and 


secretary for the Chicago 
Extract Association, made his 
debut, this month, into the world of literature, as a 
full-fledged author, written a juvenile 
entitled “The Orange Cat.” An advance notice from 
the publishers advertises the book as follows: “The 
astonishing, diverting and altogether fascinating ad- 
ventures of a cat, set adrift in the maze of a great 
city’s during the seven thrilling nights it 
takes her to return to the comfort of a small boy’s 
from a burning building, a 
from the river and other 
form a that is strikingly 
modern in tone and memorable in appeal.” 


having book 


streets, 
care. Escape 
night in tke 
unusual experiences 


strange 
zoo, rescue 


story 


Zastera President in lowa 


The Cedar Rapids (Iowa) Retail Druggists Asso- 
ciation elected Frank Zastera president at the annual 
meeting on March 15. Ralph L. Schillig was elected 
vice-president; A. F. Jones, secretary, and Lee S. Coy 
of Security Laboratories, treasurer. The Spring party 
will be held April 29. 


Cyfer Franco-American Officer 


At a stockholders’ meeting of the Franco-American 
Hygienic Co. they elected Fred J. Cyfer as vice-presi- 
dent and general manager to succeed George A. Glea- 
son, who has been in active charge for a number of 
years. 


M. B. ZIMMER J. W. Brooks 
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In Memoriam for Departed Friends 


ARNOLD, FRANCIS R., founder of F. R. Arnold & Co., 
importer of perfumery, New York, April, 1922. 

BowEY, CHARLES F., president of Bowey’s, Inc., Chi- 
cago, April, 1931. 

BULTMAN, RICHARD C., president of the A. P. 
cock Co., New York, April, 1919. 

BURNETT, ROBERT M., of Joseph Burnett Co., Boston, 
April, 1929. 

DEWSNAP, JOHN B., soap 
Center, L. I., April, 1926. 

Dock, WILLIAMS, soaps, Cincinnati, April, 1924. 

EAVENSON, MARVIN M., president of J. Eavenson & 
Sons, soap manufacturers, Camden, N. J., April, 1926. 

FORTHMANN, J. A., Los Angeles Soap Co., April, 
1922. 

INGERSOLL, WILLIAM A., vice-president of Russell R. 
Sloan & Co., Inc., New York City, April, 1930. 

JOHNSON, WALTER C., JR., president of 
Co., Paris, Tenn., April, 1926. 

JURGENS, WILLIAM B. A., founder of W. B. A. Jur- 
gens Co., extracts, etc., Brooklyn, N. Y., April, 1916. 

KIEFER, KARL, president of Karl Kiefer Machine 
Co., Cincinnati, April, 1931. 

KILMER, RALPH, vice-president, 
Rochester, N. Y., April, 1929. 

LAFFITTE, GABRIEL, long connected with 
trand Fils, Grasse, France, April, 1925. 

LEIGH, CHARLES N., manufacturing 
chemist, New York City, April, 1916. 

MILLER, FRANKLIN K., founder of the Excelsior Soap 
Works, Reading, Pa., April, 1922. 

RITCHIE, THOMAS W., vice-president, W. C. 
& Co., Chicago, April, 1926. 

ROBINSON, ROSWELL R., 
Malden, Mass., April, 1923. 

SCHMIDT, HERMAN B., president of the 
Process Co., Cincinnati, Ohio, April, 1921. 

SCHUMACHER, P. J., president of P. J. 
Co., New York, April, 1931. 

SELICK, GEORGE, vice-president, C. H. 
New York, April, 1928. 

STILWELL, A. A., of A. A. Stilwell & Co., 
oils, New York City, April, 1906. 

SWINDELL, GEORGE B., Swindell Brothers, 
April, 1926. 

TOMRBAREL, JEAN HENRI MARIE, 
Freres, Grasse, France, April, 1914. 


RRM ARI Ul 
Walter W. Janin 


W. Janin, for years a salesman for 
line, died early in April at his New 
Orleans home. He had been retired from active busi- 
life for five years, and age. 
Death was the result of a paralytic stroke. 
Mr. Janin was a native of New Orleans. 
connected with the 
becoming affiliated 
interests. He was a member of 
social groups. Surviving are his widow; two daugh- 
ters, Mrs. W. W. Ryniker and Mrs. Frank Wood; and 
two brothers, Leon Janin of New Orleans and Henry 
Janin of Biloxi, Miss. 
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George J. Stubbs 


We regret to report the accidental death of George 
J. Stubbs for 22 years connected with Fritzsche 
Brothers, Inc., in the Chicago office. Mr. Stubbs was 
76 years old. He leaves a widow, a daughter, Mrs. 
Nellie B. Zimmer, wife of B. F. Zimmer, vice-president 
and Chicago manager for Fritzsche and two grand- 
children, Francis and Charlotte. Funeral services were 
held March 22 from Park Congregational 
Church with interment at Ridgewood Cemetery. 


Jefferson 


oe a 
Peter Rowse 
It is with deep regret that we record the death on 
March 24 of Peter aged 2'% years, son of 
William Rowse, vice-president of Norda Essential Oil 
& Chemical Co., Inc., New York. We extend our deep- 
est sympathy to his parents in their bereavement. 


Rowse 


Book Reviews 
(Copies of Books Reviewed in this Column, and other 
Works Useful to our Readers may be Obtained through 
the Book Department of THE AMERICAN PERFUMER & 
ESSENTIAL OIL REVIEW, 432 Fourth Avenue, New York.) 


\ Treatise on Beauty Culture 
MODERN BEAUTY AND BARBER SCIENCE.—By Adelaide 

Smith and Reuben Rockwood. Published by Pren- 

tice-Hall, Inc., New York, 1932. Price $3.00. 

The publication of this book is an ambitious and, 
indeed, creditable effort on part of the authors to give 
to the beauty and barber industry a textbook which is 
both scientific. As they state in the 
preface they have endeavored to set forth an accurate, 
authoritative and presentation of the 
essentials of the barber 
more ambitious type of operator. 


practical and 
well-balanced 
science for the 
Certainly, workers 
in those industries should not only be 


beauty and 


well-trained in 
their practices, but should, in addition, be able to un- 
derstand thoroughly what they are doing in an intel- 
ligent they should be 
to be with the 


vocation. has 


manner; able to define terms, 


impressed hygienic their 
notable 
forth. 


book 


aspect of 


There been a lack of books in 
which such matters are set 
The 280 


general chapters: 


three 
The anatomy and histology of body 


pages of the are divided into 
structures, bacteriology, elementary chemistry, steril- 
ization culture 
business 


tions for 


and and barbering; 
Insofar as the practical instruc- 


carrying out the 


hygiene; beauty 
essentials. 
and 
beautifying operations are concerned, this reviewer can 


various cleansing 
not judge their accuracy or value. But they are simple, 
given in an understandable and clear manner, and will, 
no doubt, work. the 
we have only praise. 
It is given in a brief but authoritative manner. The 
chapter devoted to the anatomy of the skin is espe- 


assist the operator in his For 


scientific portion of the work, 


cially good; on the other hand, the chapter on elemen- 
short to be of real value. 
No doubt, the authors felt that their particular audi- 
ence must accept many scientific facts as dicta without 
requiring lengthy explanations. The last chapter con- 
itself with such business essentials as shop 
management, salesmanship and ethics, and advertising. 


tary chemistry is all too 


cerns 
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While all this is disposed of in a concise manner, it 
is full of valuable information. 

All in all, the book is gotten up in a fine workman- 
ship. The binding and print are excellent and the 
numerous illustrations enhance the value of the pub- 
lication. It is recommended for use by every worker 
in a beauty shop or barber establishment. 

C. P. WIMMER. 
A Treatise for Chemists 
CHEMISCHE TECHNOLOGIE DER NEUHEIT, Vol. IV. 
Edited by Dr. Otto Dammer. 128 pages, 62 illus- 
trations. .Ferdinand Enke, Stuttgart. Price 
(bound) 11 marks. 

This fourth volume on the subject of “Present Day 
Chemical Technology” is one of five volumes. Dr. 
Dammer has called upon many prominent German 
chemists to collaborate with him in preparing this 
series of texts. Volume IV covers oils and fats, fatty 
acids, glycerine, candles, soaps and laundering. The 
authors are Dr. J. Davidsohn, Dr. A. Schauwecker, Dr. 
G. Knigge, Prof. Dr. W. Schrauth and Dr. Ernst 
Wulff. Each of these callaborators is an expert in the 
subject discussed. 

The main criticism of the volume lies in its brevity. 
It reads more like a chemical dictionary than a text 
book and even carries abbreviations to the extreme. 
No table of contents or index is included. This omis- 
sion should be corrected as it detracts considerably 
from the value. A bibliography at the end of each 
section is included and the few tables which appear 
are useful. The illustrations of machinery and equip- 
ment include only those of German manufacture and 
are of little interest to American readers. 

To those who are already versed in the subjects 
covered and who are looking for a work to briefly 
refresh the memory, this volume is useful. To those 
who are looking for a comprehensive book, it will be 
a disappointment. It deserves a place in one’s library, 
however, if one specializes in the oils and fats’ in 
dustries. 

E. G. THOMSSEN. 


A Study of Materials 


RIECHSTOFFE, by Dr. A. Ellmer, Geneva, Enzyklo 
paedie der technischen chemie, 129 pages, by Dr. 
Fritz Ullmann, Geneva. Urban and Schwarzen- 
bere. 3erlin Wien, 1931. 

Riechstoffe is the designation given by the author to 
those aromatics which are used alone, or in combina 
tion, to give a pleasing odor or taste in perfumery, 
soaps, or in the manufacture of liquers, or cordials, 
candy and cosmetics. 

After a short historical account of the various 
aromatics used, there follows a_ rather complete 
description of the production of the natural aromatics, 
giving both the method of manufacture and the type 
of apparatus used for the different commercial classi- 
fications. 

A short, concise account of the various essential 
oils is given in 20 pages. This is followed by a short 
description of terpeneless oils, special blossom products, 
resins, and products of animal origin. 

The bulk of the volume is devoted to the isolates, 
both natural and_= synthetic. These are classified 
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chemically, and described accordingly as _ follows: 
hydrocarbons, alcohols, aldehydes, ketones, phenols 
and phenol ethers, acids and esters, lactones, oxides, 
nitrogen compounds, and sulphur compounds. Some of 
the isolates are merely mentioned by name and the 
odors noted, while others are described in great detail. 
Considerable attention is paid to Vanillin and the latest 
methods of manufacture are discussed. 

The physical and chemical properties of the different 
isolates are given in greater or less detail. Many 
references to the original literature are cited, as well 
as patent references. The method of manufacture of 
some of the more recent isolates is also given. 

The volume concludes with a short account of fixa- 
tives and _ synthetic essential oils. Formulas are 
given for cassie, lemon, jasmin, rose, mandarin, neroli, 
ylang-ylang, and cinnamon ceylon. 

HARVEY A. SEIL. 
The Gattefosse Formulaire 
FORMULAIRE DU CHIMISTE-PARFUMEUR ET DU SAVON- 
NIER, by R. M. Gattefosse, (In French) 4th Edi- 
tion, revised 360 Pages. Illustrated. Desforges, 
Girardot & Cie., Paris. 1932. Price in U. S. 55 
franes ($2.25). 

This well known formulary follows the style of 
previous volumes of the series but has been materially 
expanded to keep pace with the rapid development of 
the industries for which it is intended. Numerous 
wholly new formulas have been added and some of the 
older ones materially revised to conform to more recent 
practice. The work is valuable both for the beginner 
and for the experienced perfumer and soap maker. In 
addition to the formula sections, there is ample space 
devoted to comprehensive directions and manufactur- 
ing operations and these pages are illustrated with 
pictures of apparatus although, of course, European 
machinery is indicated in almost every instance. Some 
improvement in the printing and binding would have 
made the work more useful as a permanent reference 
book, but on the whole, it is worth adding to the per- 
fumer’s library. BS. i. MM. 


Federal and State Laws 
COMPILATION OF LAWs, 12th Edition, Compiled and 
Published by Standard Remedies Publishing Co., 
Washington, D. C. 1982. 

This excellent book has become virtually the stand- 
ard reference work on laws relating to food and drugs. 
It lists the Federal, State and Canadian laws and reg- 
ulations covering these products both directly and in- 
directly along with the regulations of the various de- 
partments enforcing the laws. Subjects covered are 
foods, drugs, pharmacy, poisons, narcotics, insecticides, 
fungicides, caustic acids, weights and measures, stock 
medicines, prohibition, alcohol and kindred laws. 

The material is excellently arranged and printed in 
readable type, the small size of which is readily ex- 
plained by the vast volume of material which had to 
be included. As it is the book consists of 750 pages. 
Binding this year is in brown cloth a notable improve- 
ment over the paper covers of previous editions. Any- 
one doing business in drugs, foods and allied lines, can 
hardly afford to be without a copy for quick reference. 

S. L. M. 
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Circulars, Price Lists, Ete. 


TATEMENTS regarding products, processes, etc., 

which appear under this heading are those of the 
manufacturers of the products or equipment described 
and should not be construed as an endorsement. 

Phoenix-Hermetic Co., Chicago, Ill—The Phoenix 
S T Cap—“The patent for the S T Cap has been 
allowed. The number is 1,849,976—date of allowance 
March 15, 1932. This new cap is quite definitely the 
most important improvement that has been made in 
metal Screw Caps since the C T and capitol Caps 
were brought out. The C T and capitol Caps were 
also Phoenix developments, although imitation and 
copy has in some instances obscured this fact. 

“The Phoenix S T Cap fills the demand, and an 
ever growing one, for a_ straight-sided closure of 
standard design and unbreakable material. But more, 
it provides a closure which seals and reseals securely 
and positively, and which is supplied with tested liners 
for every product packaged in glass—and which is 
made by an organization with many years of experience 
sealing perishable and elusive products. 

“Being made of tin plate the Phoenix S T Cap is 
much less expensive than covers which are formed of 
other metals and materials. Yet with the aid of 
Phoenix decorative coatings, lacquers, crystal finishes 
and flat varnish the appearance of other metals and 
materials may be satisfactorily reproduced. And many 
other decorative effects may be produced which are 
not possible with other metals.” 

BS ok + 

De Vilbiss Co., Cleveland, Ohio. 

Dispensing Device.—‘A new dispensing device, espe- 


Circular on New 


cially adapted to dram sales of perfumes has just 
been perfected by the company. This device locks 
securely to the neck of the original perfume bottle, 
is non-refillable, and when not in operation is tightly 
closed to prevent evaporation and other losses. It 
permits the filling of dram sized bottles direct from 
the original containers and may be left on the counter 
for display purposes without danger of the usual losses 
which occur under such circumstances. Its advan- 
tages are that there can be no question as to the gen- 
uineness of the merchandise dispensed since the de- 
vice is securely locked to the original bottle by the 
manufacturer himself. 
are obviated and pollution through measuring in a 


Losses through careless filling 


graduate or by means of a dropper is eliminated.” 
* © #& ¢ 
Alsop Engineering Co., New York City.—Circular 
on “Hy-Speed” Electric Dise Filters.—This interesting 
circular describes the company’s line of asbestos disc 
filters, illustrated and 


which have already been 


described at length in another section. Claims made 
for these filters are “extreme brilliancy ... great 
speed . . . great capacity positive action 
eliminating all recirculation no extra filter medium 


required no installation costs.”” The company will 
send copies of the circular on request. 
ee ¢ ® 
Givaudan-Delawanna, Inc., New York City.—Price 
List of Aromatic Products.—This very handsome price 


list contains not only prices and description of aromatic 
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chemicals but special information regarding a long 
list of special products for perfuming products outside 
the toilet preparations industry. It is beautifully 
printed and bound and the center is given over to 
photographs of the plant of L. Givaudan & Cie., in 
Geneva, and that of Givaudan-Delawanna, Inc., in 
Delawanna, N. J. 
company. 


Copies may be had from the 


* * * * 


W. J. Bush & Co., Inc., New York City.—Catalog 
and Descriptive Booklet——These interesting booklets 
list prices for the large number of essential oils, 
aromatic chemicals and specialties offered by the com- 
pany. The first is the company’s usual price list and 
contains lists of its products with prices including the 
Mysore government sandalwood oil, for which the com- 
pany is American agent. The second is a special book- 
let for the beverage and flavor industries listing numer- 
ous specialties for these trades and giving many use- 
ful hints regarding manufacturing. Both are issued 
from the company’s new address, 11 East 38th street. 

* * * & 

American Manufacturers of Toilet Articles, New 
York City.—Trade Marks for Perfumes, Toilet Articles 
and Soaps, Supplement No. 12.—This standard work 
lists trade marks registered between July 1, 1931 and 
January 1, 1932 and unregistered trade marks sub- 
mitted to the association during the same period. It 
supplements previous issues of which there have been 
one standard work and eleven supplements. 

* * * * 

Dodge & Olcott Co., New York City.—Price List, 
Part A. 
oils, synthetics and other products for April and May. 


This is the company’s regular list of essential 


Part B., issued less frequently, contains specialties 
manufactured by Dodge & Olcott Co., and its foreign 
connections. Either may be had upon application to 
the company. 
* * *& & 
E. De Cousinery, Marseille, France.—Glossary of 
Terms Used in the Vanilla Bean Business. 


esting pamphlet outlines and defines practically all of 


This inter- 


the peculiar commercial terms used in the vanilla busi- 
ness. It should be of considerable value to flavoring 
extract manufacturers and others interested in vanilla. 
Copies may be had upon application to the company. 


# 


Innis, Speiden & Co. Ine., New York.—Chemical 
Prices of March, 1932.—This interesting folder con- 
tains not only prices on a large number of the chem- 
ical specialties which the company handles but also 
calls attention to several specialties for use in insec- 
ticides and disinfectants. 


* * # 


Owens-Illinois Glass Co., Toledo—Circular on 
“Pulpak.”—This is a complete description of a new 
material for the safe packing of glass containers for 
shipment, and especially adapted for use in the toilet 
preparations, drug and beverage fields. It is a moulded 
wood pulp product into which the containers are fitted 
and which is made to withstand the shocks of more 
than usually rough handling. Complete description 
of the material and samples may be had by applying 
to the company. 


April, 1932 107 































































Dorothy Gray, New York City, N. Y.—Fifth 
Avenews. — This attractive house organ recently 
started by Dorothy Gray keeps the beauty seeker 
abreast of the times generally and particularly with 
regard to the company’s products. The personal 
touch with respect to the unusual and interesting ex- 
periences of various members of the organization 
lends a brightening note. 
x * * * 

Stokes & Smith Co., Philadelphia.—Circular on 
Wrapping Machinery.—This new circular shows how 
the company’s machine has been adopted by numerous 
packers of food specialties and gives a description, 
picture and working diagram. 

x * * * 

Neumann-Buslee & Wolfe, Inc., Chicago.—Price List. 
—This is the company’s standard monthly price list of 
essential oils and specialties for the perfumery, soap 
and extract trades. 

x ek * Ok 

Commercial Solvents Corp., New York.—‘‘Only the 
‘Guilty’ May Blush.”—This is a circular descriptive of 
the company’s butanol and especially its applications 
in the lacquer industry. 


New Incorporations 

Note—Addresses are given, so far as they are avail- 
able, of the incorporators. Otherwise, letters or other 
first class mail may be sent in care of attorneys or 
trust companies, endorsed with requests to ‘*PLEASE 
FORWARD.” 

Harriet Price, Borough of Manhattan, N. Y., cos- 
metics, $10,000. L. Stone, Brooklyn, N. Y. 

L’Onglex, Ltd., Borough of Manhattan, N. Y., cos- 
metics, 200 shares common stock. Milbank, Tweed, 
Hope & Webb, New York, N. Y. 

Jenny Lind Beauty Preparations, 11 West 30th 
street, New York, N. Y., beauty parlor, 200 shares 
common stock. 

Central Cosmetological and Beauty Culture Institute, 
461 Central avenue, Jersey City, N. J., beauty culture 
school, $100,000. 

Alma Woodward, Borough of Manhattan, N. Y., cos- 
metics, $250,000. J. H. Schnackenberg, New York, 
N. 7. 

Scott Company, Wilmington, Del., perfumes, creams 
and cosmetics, $100,000. 

Raquel Sales Corp., Borough of Manhattan, N. Y., 
cosmetics, 200 shares common stock. S. V. Ryan, 
Albany, N. Y. 

Marquette, Inc., Indianapolis, Ind., objects to deal in 
goods used in the manufacture of cosmetics, capital 
stock 1,000 shares of no par value. Incorporators: 
Lorette Marquette, Walter C. Clarke and Thomas L. 
Webber. 

The Cleveland Soap Manufacturing Co., Cleveland, 
Ohio, $10,000. Ben F. Bloom, Cleveland, Ohio. 

Domestic Toiletries, Inc., Cleveland, Ohio, 250 shares 
of no par value. 

Fad Cosmetic Corp., Borough of Manhattan, N. Y., 
$10,000. L. Solomon, Bronx, N. Y. 

Almond W. Barnes Soap Co., 32 Eagle street, Brook- 
lyn, N. Y., $30,000. 
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Gerard - Kluyskens Corp., Borough of Manhattan, 
N. Y., chemicals, $20,000. I. T. Flatto, New York, 
m. 2 

Newco Manufacturing Corp., 324 E. 3rd street, Mt. 
Vernon, N. Y., cosmetics, $10,000. 

Jo-Ri Sales, 390 E. 195th street, Bronx, N. Y., cos- 
metics, $5,000. 

Richert-Otte Co., 299 Astor street, Newark, N. J., 
soaps, cosmetics, etc., 2,500 shares common stock. 

Ufuta Laboratories, Borough of Manhattan, N. Y., 
cosmetics, 1,000 shares common stock. Smyth & 
Meleney, New York, N. Y. 

Paula Laboratories, 301 Clinton avenue, Newark, 
N. J., cosmetics, 1,000 shares common stock. 

Vogue Institute of Beauty Culture, 154 E. Third 
street, New York, N. Y., 50 shares common stock. 

Emkins Co., Borough of Manhattan, N. Y., toilet 
articles, $10,000. S. B. Neufeld, 26 Court street, 
Brooklyn, N. Y. 

Supreme Products Manufacturing Co., Borough of 
Manhattan, N. Y., extracts, syrups, 100 shares com- 
mon stock, Rao & Paider, 369 Lexington avenue, New 
York, N. Y. 

The Clark Quality Products, Inc., Rochester, N. Y., 
manufacture and distribution of soaps and chemical 
products. 

Federal Industrial Products Co., 216 N. Canal street, 
Chicago, Ill., manufacture and sell soap, soap powder, 
etc., $5,000. Incorporators: G. D. Patterson, James 
H. Cartwright and T. A. Reynolds. Correspondent: 
Winston, Strawn & Shaw, First National Bank Bldg. 


Business Troubles 

Samuel Bernstein, doing business as Hartley Park 
Pharmacy, 226 Gramatan avenue, Mount Vernon, N. Y. 
Liabilities, $31,117; assets, $1,007. Principal creditors 
listed are Louis Bernstein, $4,000; estate of Jeannette 
Juskowitz, $3,000. 

Midtown Chemists, Inc., drug store, 78 West 47th 
street, New York, N. Y., has assigned to Harry Fried- 
man, Hotel Shelton, Lexington avenue and 49th street, 
New York, N. Y. 

13 Products Corp., manufacturing chemicals and 
soap, 386 Fourth avenue, New York, N. Y. Judge 
Byers has appointed the Irving Trust Co., ancillary 
receiver in bond of $1,000. 

The Irving Trust Co. has been appointed receiver 
for Alameda Pharmacy, Inc., 2323 Broadway, New 
York, N. Y¥. 

Daniel W. Hirsch, registered pharmacist, 200 Pulaski 
street, Brooklyn, N. Y. Liabilities, $3,108.85; assets, 
none. 

Adolph S. Katzman, pharmacist, 55 Eighth avenue, 
New York, N. Y. Liabilities, $6,285; assets, $2,000, 
consisting of stock and fixtures. 

Jack L. Zabb, druggist, 51 Brooklyn avenue, Brook- 
lyn, N. Y., by Dave Sebastian, for $157.50; Winfield 
S. Stinson, Jr., for $460; and Samuel Berlin for $1,250. 

Philip Rabinowitz, drug store, formerly 1338 Jerome 
avenue, New York, N. Y. Liabilities, $21,362; assets, 
none. 

Podol Drug Co., 7043 North Clark street, Chicago, 
Ill., voluntary. Liabilities, $12,115; assets, $231. 
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Montreal 


fF\HE semi-annual examination of the Pharmaceu- 

tical Association of the Province of Quebec held 
by the board of examiners in the University of Mont- 
real early in March, resulted as follows: 

Admitted as students of pharmacy: Maurice Leduc, 
G. Chalifour, Maurice Thomas, Irenee Fuvel, Marcel 
Trepanier, Clement Daigneault, Georges Ruan, Lyon 
Khaner, Saul Capelovitch, Ernest Rigassio, Paul Henri 


Pilon, Sol Z. Surkis, Francois Sansregret, Harry 
Stein, Herve Labelle, J. S. Birfman, Sarto Beaudoin 
and Roland Marcil. 


Pierre Poulin, 
Preville, E. R. 
Antonia 
3erembaum 


Letters: Ernest Brault, 
Dollard Foucreault, J. 
Sauvagneau, 


Passed on 
Paul Lavigne, 
Michon, Jean 


Roger Godin, 


Fernand Boucher, Bennie 


Lebeau. 


Belanger, L. 
and J. Gerard 
De- 
Derscovitch, 


Passed on Sciences: Robert Duckett, Maurice 
meule, Etienne Dumont, Jean Dore, M. 
Magella Plante, J. Baltin, Frank Goldberg and Gerand 
Morand. 

The following passed on all subjects but one and 
will themselves at the next 
tion: F. -aul Emille 
marche, Clement Fontaine, A. Gosselin, R. 
Lucien Labelle, F. 
Armand Desrochers, Antonia 
Marchand, Jean Sauvagneau and E. R. 

The examiners Rev. J. O. Maurice, 
H, Atherton, Aime Cousineau and Jules Labarre. 


examina 
Rene La- 
Singerman, 


have to offer 


Lesperance, Jean, 
Roger Chamberland, 
Belanger, Armand 
Michon. 

Dr. W. 
Paul 


Goldberg, 


were: 


J. Ledue was general superviser. 
* * * * 

I. Rokeach & Sons, of Brooklyn, N. Y., have begun 
injunction proceedings in the Superior Court of Mont- 
Gold Star Products. It is claimed that 
“Kosher” manufactured by Gold Star Products 
is an imitation of soap made by plaintiffs. 

A certain type of the Gold 
Star Products, it is claimed, is an imitation of ritually 


real against 


soap 


soap manufactured by 


clean soap made by the petitioning company which 
asks that its competitors be restrained from selling 
their product and using a label in imitation of the 
petitioner’s label. 

It is announced that I. Rokeach & Sons have de- 
cided to open a branch in Montreal which will be 
equipped for the manufacture of all their products 


now being made in the United States. 


x * * * 


Charles Duquettes, ex-mayor of Montreal, well- 


known druggist, has been taking an active part in 
the municipal elections which have just been held in 
Montreal. He has not re-entered the political arena 
as candidate but he has actively campaigned for a 
representative in Notre Dame de 
won the fight with a handsome majority. 

Mr. Duquette is always active as a member of the 
Montreal Chambre de Commerce of which organiza- 
tion he is a past president, and he has been instru- 
mental in having the municipal affairs committee of 


(Continued on Page 110) 
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Toronto 


W S. KERRY, president of the National Drug and 
e Chemical Co. of Canada, entertained at dinner 
the members of the staff of old Kerry-Watson & Co. 
who went in the National organization when formed in 
1906. This is an annual eve-t ~vith President Kerry. 

x * * * 

C. S. Logan, vice-president and general manager of 
W. K. Buckley, Ltd., Toronto, spent March in the West 
Indies, went on a combined 
holiday trip. Mr. Logan has not 
health of late. 


business and 
the best of 


whither he 
been in 


eo ee 
The annual bowling contest among retail druggists 
and travelers of Ontario for the Box & Label 
trophy will be held in London, Ont., on 


Jones 
Co.’s challenge 
April 22. 

* * * & 

P. J. F. Baker, president and manager of the Baker 
Sales Corporation and former sales manager of Harold 
F. Ritchie Co., 
Toronto 


died of heart disease at his home in 


last month. 


x 
Leo Viens has been appointed representative for the 
Northrup & Lyman Co. in the Province of Quebec. 
% % * * 
the Traveling 
evening 


beat 
Hamilton 


Hamilton Bowling Druggists 
Men’s Auxiliary team at 


month by 384 points. 


one last 


* aK *” * 
Miss Lydia O’Leary, famous New York beauty ex- 
the 
metologists’ in Toronto last 
month. Miss O’Leary was royally entertained during 
her week’s stay in Toronto by newspapers, druggists’ 
The Wellman 
Sales Co., Toronto, have been appointed sales agents 


pert, was one of the principal speakers at Cos- 


Association convention 


association, advertising agencies, ete. 


in Canada for her “Cover Mark.” 
* * * & 

George E. Davis, Canadian manager of the F. W. 
Fitch Co., is making his first trip through Western 
Canada calling on the trade. 

\lan W. Edwards, for ten years with A. Wander, 
Ltd., has taken a_ position with the Lambert 


Pharmacal Co. and will look after that firm’s business 


in Western Ontario. 
x * * x 

Burroughs Wellcome & Co. have transferred its 
offices in Montreal to 1105 Sherbrooke street, West. 

ek * * 

The Co. of Baltimore, 
turers of case creams and kindred preparations, have 
taken space in the building at Church 
streets, Toronto, to manufacture 


Noxzema Chemical manufac- 


Lombard 
Canadian 


and 
for the 
trade. 
* * * * 
Frank R. Evans, secretary of the Toronto Pharmacal 
Co., has been appointed treasurer and manager of the 
company following the death of C. D. Daniel, founder 
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and for many years president of that company. Cecil 
Agnew will be sales manager. Toronto Pharmacal Co. 
was established in 1896 and Mr. Evans has been con- 
nected with the company for the past seventeen years. 
Among the additions to the sales staff are Gordon Con- 
nell, formerly with National Drug & Chemical Co., who 
will look after Alberta, and Gordon McIntosh, who will 
represent the company in British Columbia. 


The girls employed by the United Drug Co. and the 
L. K. Liggett Co. in Toronto held their fifth annual 
bridge party at the Royal York Hotel last month with 
over a thousand ladies present. Perfume _ presents 
were given to the winners in the various contests. This 
function started out four years ago as a benefit to 
raise funds for a former employee suffering with 
tuberculosis. 3840 were present the first year, and this 
year the number swelled to 1,014. 
raised. 


Some $540 was 


Mrs. John R. Kennedy, wife of the treasurer of the 
United Drug Co., Toronto, was the hostess of a charity 
bridge one evening last month in her home “Vivadora.” 
There were over 200 persons present, the proceeds going 
to the unemployed in the Township of Scarboro. A vial 
of gardenia perfume was given as a consolation prize 
at every table. To the winner of the first capital prize 
went a box of gardenia soap and a vial of gardenia 
perfume. 


Life Savers, Ltd., Prescott, Ont., and Beech-Nut 
Corp., of Canada, Ltd., Hamilton, have amalgamated, 
the firm will now be known as The Life Savers and 
Beech-Nut Sales Co., Ltd., with headquarters in Hamil- 
ton. A shipping office will also be opened in Win 
nipeg for Western Canada. 


Montreal 
(Continued trom Page 109) 


the chambre take up the question of the amendment 
of the city charter of Montreal. Mr. Duquette con- 
tends there is need for ward redistribution in Mont- 
real and also restoration of former property quali- 
fication for candidates. 


* * * * 


There is very little tendency to criticise the new 
taxes which have just been imposed in Canada. 
Business men generally regard them as inevitable in 
the present condition of the country’s finances. Sales 
tax has been increased from four to six per cent 
and the excise duty on all goods brought into Canada 
has been jumped from one to three per cent. 


* * * 


Leo St. Michel, clerk in the drug store of Achille 
Roy, Ontario street east, Montreal, has been found 
guilty of counselling the perpetration of the holdup 
which took place on February 18 and has been sen 
tenced to three years in prison. The man who car- 
ried out the holdup and struck Mr. Roy several times 
over the head with a hammer handle has been sen- 
tenced to a like period. 
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Canadian Patents and Trade Marks 


HE increasing international trade relations be- 

tween the United States and Canada emphasizes 
the importance of proper patent and trade mark pro- 
tection in both of these countries in order that the 
expansion of business may not be curtailed by legal 
difficulties. 

For the information of our readers, we are main- 
taining a department devoted to patents and trade 
marks in Canada relating to the industries repre- 
sented by our publication. 

This report is compiled from the official records in 
the Canadian Patent Office. 

All inquiries relating to patents, trade marks, de 
signs, registrations, copyrights, etc., should be ad- 
dressed to 


PATENT AND TRADE MARK DEPARTMENT 
Perfumer Publishing Co., 4832 Fourth Ave., New York. 
TRADE MARK REGISTRATIONS 


“Vestal”. Deodorants, insecticides, germicides, ete. 
Vestal Chemical Co., St. Louis, Mo. 

“Vita-Juice”’. Flavors. Citrus 
Limited, Stratford, Ont. 

“Deltah”, Perfumes, compacts, lipsticks and cos- 
metics. Heller-Deltah Co., Inc., New York City. 

“Derney’s 3 Secrets”. Perfumes and toilet prepara- 
tions. Palmers Ltd., Montreal, Que. 

“Surrender”. Perfume. Guy T. 
York City. 

“Leone”. Hair tonics and barbers’ supplies. Pas- 
quale Leone, Toronto, Ont. 


Products Canada 


Gibson, Inc., New 


PATENTS 


320,354.—Moulded article. The Boonton Molding 
Co., assignee of George K. Scribner, both of Boonton, 
N. J. 

320,657.—Cosmetic composition. Harry Havelock 
Beckwith, Brookline, co-inventor with and assignee 
of Frank Otis Woodruff, Quincy, both in Mass. 

320,997.—Readily soluble mixture of soap and per- 
salt. Adolf Welter Krefeld, Rhineland, Germany. 

TRADE MARK REGISTRATIONS RENEWED 

“Suprema”. Toilet articles. (Registered Feb. 14, 
1907. Renewed Feb. 14, 1932.) Frederick Stearns & 
Co. of Canada Ltd., Windsor, Ont. 

Representation of a heart pierced by an arrow. 
Caustic soda, bleaching powder, acids, etc. (Regis- 
tered July 22, 1907. Renewed July 22, 1982.) I. C. I. 
(General Chemicals) Liverpool, England. 


The funeral of Norman S. Wright, president of the 
company operating under his name and whose death 
occurred in Edmonton, on March 14, was held on March 
21 from the family residence on Sunnyside avenue, 
Toronto. It was one of the largest seen in Toronto for 
several years, and was attended by an exceedingly 
large and representative gathering of manufacturing, 
wholesale and retail interests having to do with the 
drug and perfumery trade. Every drug house in 
Ontario had one of its officers present and the manu- 
facturers supplied the pallbearers. Mr. Wright was a 
young man who had begun to make his mark on the 
trade in Canada. While born in Montreal he had re- 
sided in Toronto for the past fifteen years. His first 
connection with the trade was as representative for the 
Colgate Co.; after that with Harold F. Ritchie Co., 
and for the past ten years on his own as head of 
Norman S. Wright Co. He was on a business trip in 
Western Canada when struck down with flu. 
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Patent and ‘Trade 


HIS department is conducted under the general 
T supervision of Howard S. Neiman, contributing 

editor on patents and trade marks. This report 
of patents, trade marks, designs is compiled from the 
official records of the Patent Office in Washington, 
D. C. We include everything relating to the four co- 
ordinate branches of the essential oil industry, viz.: 
Perfumes, Soaps, Flavoring Extracts and _ Toilet 
Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter “M” have been granted regis- 
trations under the Act of March 19, 1920. The re 
mainder are those applied for under Act of February 
20, 1905, and which have been passed to publication. 

Inventions patented are designated by the letter 
—_ 

International trade marks granted registration are 
designated by letter “G.” 

All inquiries relating to patents, trade marks, de 
signs, registrations, copyrights, etc., should be ad- 
dressed to 


PATENT AND TRADE MARK DEPARTMENT 


Perfumer Publishing Co., 4832 Fourth Avenue 
New York City 


Trade Mark Registrations Applied For 
(Act of Feb. 20, 1905) 


These registrations are subje ct to opposition within 
thirty days after their publication in the Official 
Gazette of the United States Patent Office. It is there- 
fore suggested that our Patent and Trade Mark De- 
partment be consulted relative to the possibility of an 
opposition proceeding. 


276,191.—A. Klipstein & Co., New York, N. Y. 
(June 1, 1926.)—Soya bean oil, corn oil, coconut oil, 
Olive oil, and lard oil. 

294,043.—The Dow Chemical Co., 
(1917.)—Synthetie Flavorings. 

295,996.—Beaver Chemical Works, Beaver Dam, 
Wis. (May 1, 1928.)—Powdered soap, paste soap, 
and a powdered general cleaning compound. 

301,085.—Amorskin Corporation, New York, N. Y. 
and Wilmington, Del. (May 16, 1930.)—Face cream 
and face powder. 

303,620.—Amorskin Corp., Wilmington, Del., and 
New York, N. Y. (May 16, 1930.)—Perfumery in 
liquid, semi-liquid, powder form, face creams. 

308,619.—Eureka Tea Co., Chicago, IIl. 
1892.)—Food-flavoring extracts. 

309,491.—Wilkinson, Gadis & Co., Newark, N. J. 
(1887.)—-Washing powder, soap powder and_ soap 
chips. 

311,141, Gianduja Importing Co., Inc., New York 
and Bronx, N. Y. (1920.)—Extracts. 

312,387.—Purepac Corp., Newark, N. J. 
1929.)—-Henna powder, precipitated chalk, 
powder, bay rum, and witch hazel. 

314.995.._Jacob Kahn, doing business as Kahn Chem 
ical Co. and as The Atlantic Sales Co., New York, 
N. Y. (Jan. 10, 1929.)—Soaps and cleaning com- 
pounds for industrial cleaning purposes. 

316,055.—Jack L. Sinykin, doing business as Cin- 
derella Cosmetics, St. Paul, Minn. (Apr. 12, 1931.) 
Hair tonics, perspiration lotion, toilet water, hand 
cream, face powder, and hair lotion. 

316,993.—Denver Dry Goods Co., 
(June 4, 1931.)—Toilet preparations. 

317,468.—Independent Druggists’ Alliance Distrib- 


Midland, Mich. 


(July, 


(Jan. 1, 
taleum 


Denver, Colo. 
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Mark Department 


uting Co., Chicago, Ill. (June 25, 1931.)—Antiseptic 
mouth wash, 

317,830.—Rimmel, Inc., West Orange, N. J. 
24, 1925.)—Toilet preparations. 

318,116.—The Ritz Extract Mfg. Co., 
(June 1, 1931.)—Extracts. 

318,138.—Jules Giraux, Rouen (Seine Inférieure), 
France. (May 13, 1916.)—Toilet preparations. 

318,948.—Luther Ellis Glasgow, doing business as 
The Fei Corporation, Pittsburgh, Pa. (Nov., 1929.) 
Hair waving fluid. 

319,327.—Walter Janvier, Inc., New 
(Sept. 3, 1925.)—Tooth paste. 

319,870. McKesson & Robbins, Inc., Bridgeport and 
Fairfield, Conn. (Sept. 28, 1931.) —Talcum powder. 

320,303.—Gladys Elaine Graves, Philadelphia, Pa. 
(Sept. 15, 1931.)—-Preparation for the treatment of 
dandruff, falling hair, bald spot, and for use in pro- 
moting the growth of hair. 

320,509.—Renaud et Cie of 
(Aug. 5, 1931.)—Perfumery. 

320,677.—Hollywood, Inc., Dallas, Tex. (Mar. 2, 


(June 


Tampa, Fla 


York, N. Y. 


America, Boston, Mass. 


1931.)—Toilet preparations. 

320,694.—Phyllis Moffett, Inc., New York, N. Y. 
(Apr. 1, 1931.) Cosmetics. 

320,732.—Mission Bead Company, Los Angeles, 
Calif. (Mar. 14, 1931.)—Perfumes. 


Basil R. Proll. San Mateo, Calif. (June 
20, 1931.)—Cuticle beautifier. 

321,107.—Harry D. Koenig, doing business as Harry 
D. Koenig & Co., New York, N. Y. (Jan. 2, 1931.) 
Toilet preparations. 

321,139.—The Jones Store Co., Kansas City, Mo. 
(July 1, 1931.)—Toilet preparations. 

321,204.—Fritzsche Brothers, Inc., New York, N. Y. 
(Oct. 29, 1931.)—Chemical compounds and chemical 
preparations suitable for the flavoring of food prod 
ucts. 

321,234.—Amorskin Corporation, Wilmington, Del., 
and New York, N. Y. (May 4, 1927.)—Face creams. 

321,368.—Andrew W. Young, doing business as Mas 
ter Barbers Products, Limited, Toronto, Ont., Canada. 
(June 1, 1931.)—Shaving cream, shaving soap, and 
complexion soap. 

$21,381.—Harrison 


oe 


320,967. 


Refining Co., Inc., New York, 


N. Y. (Nov. 11, 1931.)—Hand lotions. 
321,667.—Robot Razor Blade Corp., New York, N.Y. 
(Nov. 1, 1931.)—Shaving cream. 


322,101, 322,103. 
Wilmington, Del. 
322,018.—Independent 


Hahn Department Stores, Ince., 
(Oct., 1921.)—Toilet preparations. 
322 Druggists’ Alliance Distrib- 
uting Co., Chicago, Ill. (Nov. 5, 1931.)—Cosmetiecs. 

322,119.—Wella Waving Corporation, New York, 
N. Y. (Dee. 2, 1931.)—Preparations for use in the 
treatment of hair—namely, hair dyes, hair lotions, 


etc. 

322,168, 322,169.—Gold Dust Corporation, New York, 
N. Y. (Sept. 11, 1923.)—Soap. 

999 O° 


322,27 Frank C. Reilly, New York, N. Y. 
5, 1931.)—Toilet preparations. 
322,321.—Mrs. R. Scott Linsley, doing business as 
i Greenfield Hill, Fairfield, Conn. (Dec. 15, 
1931.)—Toilet preparations. 

322,400.—The Pinetree Co., Inc., New York, N. Y 
(Oct. 26, 1926.)—Antiseptic, prophylactic, and de 
odorant. 

322,408. 
Wright 
(Sept. &, 
322,443. 

Be) 


(Jan. 


James Ashby Wright, doing business as 
Beauty Supply Company, Roanoke, Va. 
1931.) —Toilet preparations. 

Alje Laboratories, New York, N. Y. (Apr. 

Hair waving lotion. 


25, 193 
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Toilet preparations. 

322,993.—Jose De Barros, El Centro, Calif. (Dec. 
31, 1931.)—Hair tonic and straightener in the form of 
a liquid. 

323,023.— Bourjois, Inc., New York, N. Y. 
1932.)—Perfume, toilet water, toilet powder, 
cream, bath crystals, and bath powder. 

323,148.—Silver Suds Manufacturing Co., Philadel- 
phia, Pa. (Dec. 31, 1931.)—Solid or semisolid clean- 
ing and polishing material compound, containing soap, 
for surfaces of metal, glass, paint, etc. 

323,174.—Louis Paskin, New York, N. Y. 
1931.)—Toilet preparations. 

323,202.—Les Industries Reunies, Societe Anonyme, 
Puteaux, France. (Nov., 1931.)—Toilet soaps, soaps 
for the treatment of textiles, and soaps for general 
utility purposes. 

323,238.—E. Frederics, Inc., New York, N. Y. 
7, 1931.)—Hair rinse. 

323,243.—Hartung Brothers, New York, N. Y. 
9, 1931.)—Flavorings for icings and fillings. 

323,254.—Nunzio Rottino, New York, N. Y. 
13, 1931.)—-Hair growing and treating ointment. 

323,263.—Alois Merke, Philadelphia, Pa. (Jan., 
1928.)—-Preparation for the treatment of the scalp. 

323,322.—Bourjois, Inc., New York, N. Y. (1910.) 
—Toilet preparations. 

323,338.—S. H. Kress & Co., New York, N. Y. (Jan. 
2, 1932.)—Powder puffs. 

323,341.—Oriza L. Legrand, Inc., Wilmington, Del., 
and New York, N. Y. (1862.)—Perfumes, toilet 
waters. 

323,344.—Lightfoot Schultz Co., Hoboken, N. J., and 
New York, N. Y. (Dec. 19, 1931.)—Soap. 

323,380, 323,381, 323,383.—yYbry, Inc., York, 


(Jan. 4, 
toilet 


(May 15, 


(Nov. 
(Nov. 
(July 


New 
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N.Y. (Aug,, 1925, Apr., 1927, Aug. 24, 1925, 
Perfume, toilet water, face powder, 
and compacts. 

323,490.—Sam Glass, Wauwatosa, 
1932.)—-Shaving cream and soap. 

323,503.—E. R. Squibb & Sons, 
(Jan. 20, 1932.) 
of loss of hair. 

323,560.—Alfred V. Agrella, Brooklyn, N. Y. 
15, 1931.) Compound for beautifying the teeth. 

323,610.—Harry B. Clymer, doing business as Jo- 
sephine Le Fevre Co., Philadelphia, Pa. (1883). 
Depilatory in powdered form. 

323,622.—S. H. Kress & Co., New York, N. Y. 
2, 1932.)—Soaps and polishes. 

323,631.—Louis Schwarz, doing business as 
Razor Blade Corporation, Chicago, III. 
1932.)—Shaving cream. 

323,716.—F rank C. Reilly, New York, N. Y. 
6, 1924.)—Shaving creams. 

323,862.—Pearl Frazer Dover, San Antonio, 
(Jan, 5, 1932.)—Face coloring preparations. 

323,933.—The Antidolar Mfg. Co., Inc., Springville, 
N. Y. (Nov., 1913.)—Dentifrices. 

324,010.—Annie B. Ailer, Washington, D. C. 
8, 1930.)—Hair grower. 

324,027.—Amorskin Corporation, 
and New York, N. Y. (Jan. 8, 
fumery, and toilet waters. 

324,151, 324,152, 324,153.—The Davies-Young Soap 
Co., Dayton, Ohio. (Dec. 1, 1931.)—Liquid dry clean- 
ing soap. 

324,188.—Polk Miller Products Corp., Richmond, Va 
(1919.)—Soap. 


resp.) 
lipsticks, rouge, 


) 


Wis. (Jan. 22, 


New York, N. Y. 
Preparations used in the treatment 


(Oct, 


(Jan. 


United 
(Jan. 24, 


(Apr. 
Tex. 


(Aug. 


Wilmington, Del., 
1931.)—Rouge, per- 
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Floral Crops in Southern France 


RASSE, April 7.—The opinion that we expressed 

as far back as the beginning of the year regard- 
ing the slightly improved economic situation of our 
market and the confidence we reposed in the prospect 
of an improvement seem to be confirmed by the signs 
on the horizon in foreign markets, which, although 
quite irregular, are nevertheless not unfavorable. For 
the moment, the development of business started in 
January/February, is undergoing a period of arrest 
and it is obvious that many customers have covered 
their needs, with some excess without doubt, in order 
to take advantage of the still advantageous prices 
of our essential oils and floral products. 

We have just gone through a month of March that 
was particularly mild and sunny during the first 
fortnight, though rainy and cool during the latter 
part. Furthermore this change in the weather is 
shown conspicuously by the thermometer, which ranged 
from 31 F. to 60° F. The rain that has fallen dur- 
ing the past few days has been received with much 
gratification, since the drought was beginning to make 
itself seriously felt and prevented the coming into 
vegetation of some plants that people were waiting 
to see blossom forth quickly. Under these circum- 
stances early or premature crops are hardly probable 
this year, especially if the temperature of April fails 
to aid the plants to come out of their winter torpor. 

In general, the limited needs of our factories do 
not enable one to look forward favorably to the total 
utilization of the different flowers the crops of which 
are now in prospect. There is every likelihood that 
the very low prices that prevailed in 1931 will still 
be in force this year and there is no important change 
that seems due to occur in the prices of manufac- 
tured products many of which cannot decline any 
further. 

Mimosa 


The crop has been abundant, but sales for bouquets 
have been harmed by the numerous restrictions im 
posed by foreign governments and the import duties 
in certain importing countries. A part of the crop 
has not been gathered and in view of this fact the 
perfumery people have been able to provide themselves 
to good advantage. The rate or price on this flower 
will definitely be lower than that previously indicated, 
without doubt 1.50 frs. 


Violets 

Regarding the Parma, it may be asserted that the 
crop of this variety, formerly such an important one, 
is on the verge of disappearing, since it would seem 
that there is absolutely no interest in this flower in 
the perfumery line. The quantities gathered in the 
few plantations still existing in the environs of Grasse 
are purchased by the caterers and the florists and the 
producers with good reason prefer to deliver to the 
latter rather than to send the goods to the perfumery 
factories, which cannot offer a same purchasing price. 

(Continued on Page 117) 
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Reports on Markets and Crops 


New York Market Report 


HE market for essential oils has been quiet and 

routine in keeping with general business among the 
consumers of these products. Neither the toilet prep- 
arations trade nor those other industries, such as 
beverages and insecticides, which consume fair quan- 
tities, have been in the market for more than sufficient 
goods to keep them going. Large orders have been 
pretty generally lacking from the market. The effect 
on prices has not been very great principally because 
current levels in a large majority of the most used 
oils are substantially below normal and in many in- 
stances at record all time low levels. Hence, changes 
have been very few during the last month and have 
affected a relatively insignificant number of impor- 
tant materials. 

Almond oils have been none too firm and the price 
of apricot kernel has been reduced in some quarters, 
Anise is slightly lower with the immediate threat of 
a shortage removed. Cardamom has been dropped 
owing to lower priced raw material. Cedar leaf is 
in plentiful supply and somewhat easier. Croton has 
also declined on the receipt of heavier stocks. Gera- 
nium is on the easy side on spot, although the ship- 
ment position does not look favorable for lower fu- 
tures. Expressed limes is offered more cheaply in 
some quarters. Genuine mustard seed oil is lower 
but there has been no change in artificial. Patchouli 
is somewhat lower. Other items are without any 
notable change, both the citrus group and the domestic 
group holding at former levels without any great 
amount of interest in them, 


Synthetics and Derivatives 


Business has been rather quiet and especially so 
in items going exclusively into the perfume and toilet 
preparations industry. There has been a moderate 
amount of small lot purchasing and inquiries have 
been fairly numerous but neither the small orders 
nor the inquiries have led to any very sizable business. 
Prices remain quite steady with first hands generally 
in control of the situation and little material offered 
at below standard levels of the manufacturers. A 
bright spot has been purchasing of materials for other 
than toilet goods purposes and this has accounted for 
a fair volume of some of the bulk items and of special 
compounds for various uses. Hence volume for the 
manufacturers and importers has been maintained in 
fair shape. Competition for the small orders has 
been fairly keen but if low prices have been quoted 
they have been on private transactions. One excep- 
tion to the rule of steadiness has been menthol. Both 
the natural and the synthetic grades are lower in 
price with spot natural in 60 pound cases available 
readily at well below former levels and manufactur- 
ers reducing synthetic to competitive figures. Other 
items are generally without change of any conse- 
quence, the market being largely in the hands of the 
importers and manufacturers. 


The American Perfumer 









od 


ee eae re tt tet et etl (i > UD CU 


OR A 


i i niet nian nit ee ee i i i i i ii i i i i 
















































Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


(See last page of Soap Section for Prices of Soap Materials) 


i ESSENTIAL OILS Guaiac (Wood) ..... 2.85@ Ew derdiyik Utuidinie aa 1.75@ 
stto 29290@ 2 MONO vive vc eceec 90@ 1.00 Thyme, red ......... .70@ 80 
Agent Hoen, gee Ss erry WEE WROD 5s +s0>s: (oz.) 10.00@ 14.00 _ White ............ '95@ 1.25 
1S Sweet True ....... a ~~ ee Horsemint .......... 4.25@ OO eee 8.00@ 10.00 
Swee BO 56100 a0 A8@ 55 ae ‘i Westen a 7.00 
1- Apricot Kernel .... .27@ .05 Hy SSOP seccccccccese & 4.00@ ee eek eRe Ss va (9@ yr 
aaa 9 ‘ Juniper Berries ..... 1.60@ 2.00 Vetivert, Bourbon ... 4.75@ 6.00 
it Amber, crude ....... 24@ = =.30 er W : oo * 10.00@ 25.00 
, rectified .......... ‘50@ .60 Juniper Wood ...... _-60@ 62 - Boece eee e cress —_ @ 25. 
. auhediie on 16.00@ So er cer ree 15.00@ East Indian ...... 30.00@ - 
ot i aye aoe diem wae Lavender, English.... 32.00@ Wine, heavy eccecces 1.80@ 2.00 
re A myris balsamifera.. 2.20@ 2.80 toa... ...... 2.20@ 3.50 W intergreen, Southern 4.00@ : 
d ROMOVED. 60k te 68 es 22.00@ 35.00 Lemon, Italian ...... 1.20@ 1.45 Penn. & Conn..... 7.75@ 8.50 
Aviso, Us Be Be. sce .41@ 50 ee 1.20@ 1.35 Wormseed .......... 2.05@ 2.50 
” APWRCRTIR. 6 oc 6 cceviexs 1.775@ 1.85 Lemongrass ........ 46@ .55 W ormwood tree wee 91 20@ ot o0 
28 Aspie (spike) Spanish .55@ .65 Limes, distilled ..... 6.25@ 8.50 Ylang-Ylang, Manila. 25.00@ 32.00 
re , a. Rae -70@ .90 CO 11.25@ 13.00 Bourbon .......... 5.25@ 9.00 
- Balsam Peru ....... 6.00@ 9 SE eee 1.90@ 2.20 XPPEN ET Rac . 
Balsam, Tolu, per oz. 4.25@ RWWA. :6.cbaivedewnes 27.50@ TERPENELESS OILS 
DN cuintobvcaeaws 50.00@ Mace, distilled ...... 110@ 1.20 Bay .............4.. 5.25@ 5.75 
2e | Ree areerrere 195@ 2.15 Mandarin ......... 4.75@ 7.50 Bergamot .......... 8.00@ 10.00 
S. Bergamot .......... 1.95@ 2.40 Marjoram ........ 6.25@ CINE cade caseanes: 1.00@ 5.00 
of Birch, sweet N. C.... 1.85@ 2.10 Melissa .......... 5.00@ Coriander .......... 20.00@ 
Penn. and Conn.... 2.50@ 3.50 Mirbane ............ .15@ GOPAMIGM .eccesees 8.00@ 12.50 
“d Birghtar, crude ..... 15@ Mustard, genuine.... 9.25@ 11.50 Lavender ........... 5.50@ 8.00 
is § Birchtar, rectified. ... 50@  .55 STUMIGIGE <6. c cccccins 160@ 1.85 Lemon ............. 7.75@ 16.00 
AS Bois de Rose........ 66@ 1.30 Myrrh .......00005: 10.00@ Lime, Ex. .......... 65.00@ 
a- Cade, U. &. Piss. SOG SO TEVVUe occ cisccvccws 4.00@ Orange, Sweet ...... 78.00@ 90.00 
COOOL cicicciccceers .60@ 1.10 Neroli, Bigarade, pure 150.00@215.00 bitter ............ 90.00@115.00 
P ORIBIIUE ex 6.cc.e se nn <8 3.00@ Petale, extra ..... 180.00@275.00 Petitgrain .......... 5.00@ 6.00 
u- Camphor “white” .... 18@ , 2, ree 3.45@ Rosemary coerce eees 2.50@ 3.75 
in sassafrassy ..... -» ..28@ .25 Nutmeg ............ 1.20@ 1.40 Sage, Clary ......... 30.00@ 
or Cananga, Java native 1.80@ 2.00 Olibanum .......... 6.50@ eee aeewan 39.00@ ie 
li ‘ ROCUINOE 66.6 cwnaa' ae at Orange, ae nes 2.200@ 3.00 SSE ccccccue B 8.00@ 35.00 
MENS Wack sie weees .65@ 75 sweet, W. Indian... 1.65@ 2.15 . YOTATC 
W Cardamom, Ceylon... 17.50@ 28.00 RUE 1.75@ 2.20 ; OLEO-RESINS 
ie COSCOTTHR .icccceccs 65.00@ | 265@ 2.75 Benzoin ............ 250@ 5.00 
at Cassia, 80@85 per cent 85@ ee 1.90@ 2.05 Capsicum, U. S. P. 
rectified, U. S. P... 1.20@ 1.40 GE ale ia hk 90@ 1.00 WEEE ciudad enaiew a’ 2.65@ 3.00 
Coder Qf ..ncccuss 85@ 1.00 Origanum, Spanish... 1.45@ 5 Alcoholic ......... 3.00@ 
Cedar wood ........ 35@ 40 Orris root, con. (0z.). 6.25@ 8.00 ‘ ubeb Peete eee eee 3.25@ 
CE SlviGanecuxed 4.15@ 7 Orris root, abs. (oz.). 70.00@ 90.00 Ginger, U. S. P. VIII 3.00@ 
Celery tte ee eee eee 7.25@ 8.50 Orris Liquid ........ 18.00@ 25.00 Alcoholic kévewases 3.25@ 4.60 
. Chamomile .....(0z.) 3.50@ 5.00 Parsley ............ 8.00@ 9.25 Malefern ........... 1.45@ 1.60 
$0 Cherry laurel ...... 12.00@ __— Patchouli ........... 4.00@ 4,25 Oak Moss .......... 6.00@ 15.00 
et Cinnamon, Ceylon.... 8.00@ 13.50 Pennyroyal, American 1.85@ 2.15 Olibanum ........... 3.25@ 
te Cinnamon, Leaf wereld 2.25@ , French .....cccece 1.15@ Orris ..... eee eee 17.00@ 28.00 
a Citronella, Ceylon ... 39@ ‘45 Pepper, black ....... 9.00@ Patchouli Terror. 16.50@ 18.00 
PAVE cece eee eens 53@ ‘60 Peppermint, natural.. 1.55@ 1.65 Pepper, black ....... 4.00@ 4.60 
rs Cloves Zanzibar ..... 1.10@_ 1.25 redistilled ........ 1.75@ 1.95 Sandalwood ......... 16.00@ 
S. ee Rawee ee ome ke ae = Petitgrain .......... 1.10@ 1.46 Vanilla ............. 6.75@ 8.75 
. GOOD secccvissens 65@ ef WO oo Sie dwn 2.10 2.6 . , — ’ 
2 MOMIMNOOP osc ccces 4.40@ 4.75 Pimento ............ 08 oan DERIVATIVES AND 
ms RW Sakis neue eae.s 2.65@ 3.00 Pine cones ......... 3.00@ CHEMICALS 
A ae vette eens aoe 3.10 Pine needle, Siberia.. .64@ .70 Acetaldehyde 50%... 2.00@ 
er rae renee reese oo Pinus Sylvestris .... 2.00@ 2.15 Acetophenone ....... 3.15@ 3.50 
or eee peels ...... : rr Pumilionis MeMieelus 2.20@ Acetyl Iso-eugenol .. 9.00@ : 
al + reeang HEC eevee reek 1.75 Rhodium, imitation... 2.00@ 4.50 Alcohol C 8....... . 20.00@ 40.00 
~~ «en inlaid data — o@ ~(2 Rose, Bulgaria..(0oz.) 6.00@ 20.00 eas alachinlei a's ... 40.00@ 70.00 
. ; Dillseed PACERS ERE EA 3.15@ 3.40 Rosemary, French.... 45@ 55 C10.. wseeeee- 30.00@ 50.00 
in Elemi aR Ras 1.45@ = SOGWIBR .iccevccs 384 .43 et Ee teaa weds-eere ees 35.00@ 60.00 
as § Erigeron .........+. gl0@ 1.25 Rue ........... .... 3.15@ Pe siceisvenkas 25.00@ 50.00 
ol of Estragon seer eens 38.00@ ge MOD <chc oecce ware vies 3.00@ Aldehyde C 8........ 50.00@ 
ae Eucalyptus ......... 34@ 38 Sage, Clary ......... 22.00@ 37.50 CF Tivvacac we eee 70.00@125.00 
I Fennel, Sweet ...... 115@ 1.380 Sandalwood, East In- CTO .sccccccceces CQ S06 
th GOIDGHUM 60. ccceccs 26.00@ GOW ccacdeuavon tes 7.50@ 8.00 EEE evivnvnneweun 10.00@ 75.00 
in MIMIGME occ sce veces 24.00@ |) 5.90@ 6.60 er ee ok cae eae 75.00@ 105.00 
sle Geranium, Rose, Sassafras, natural... 1.15@ 1.85 C 14 (so-called)... 15.00@ 35.00 
- Algerian ......... 4.25@ 5.00 artificial See aes .29@ 34 C 16 (so-called)... 20.00@ 40.00 
BOURDON «oc scccse $.25@ 4.75 Savin, French ...... 2.200@ 2.55 Amyl Acetate ...... 85@ 1.00 
er ree rrr re 16.00@ Snake Root ..... ..» 9.25@ 11.00 Amyl Betyrate ..... 1.40@ 1.75 
se- _ Turkish rasta Gra aa 2.30@ 2.60 Spearmint ........ . 1385@ 1.50 Amyl Cinnamate .... 2.50@ 
he RN ich co criesis 4.40@ 4.75 Spruce ...... ar 90@ 1.00 Amyl Cinnamic Alde- 
Gingergrass ........ eee. eae ete ikawecsvecwns 12.00@ De ciewrva cue’ 1.25@ 6.00 
Grape Fruit ........ Re: SO) BOEOe ktcavescewseus 2.30@ 2.60 Amy] Formate ...... 1.75@ 2.00 
er «& Essential Oil Review April, 1932 115 
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Floral Crops in Southern France 
(Continued from Page 114) 


Likewise the sale of Victoria violets in the form 
of bouquets is developing from year to year to the 
detriment of the quantity set aside for perfumery pur- 
poses, but since the requirements of the factories get 
smaller and smaller through different causes the daily 
contributions are amply sufficient for demands. It 
is difficult to estimate the quantity that is still treated 
by the sum total of perfumers, but we stand aghast 
when we consider the quantity that used to be re- 
ceived by a single factory 35 years ago! No change 
looms on the horizon for the violet products, the price 
for the Parma being purely nominal. 


Jonquil 

This flower, the growing of which was entirely dis- 
continued and which had become very rare a few 
years ago, has again taken on certain importance. 
The plantations have been rehabilitated under very 
favorable conditions of production though coinciding 
unfortunately with limited requirements of perfum- 
ers. Last year the producers had to contend with cer- 
tain difficulties in an effort to place the flowers and 
since they were able to do this only at a very low 
price, this crop is no longer of sufficient importance 
to warrant the care that it requires. Thus it is that 
producers this year have displayed but slight eager 
ness in the work to be done, with the result that 
many plantations are invaded by weeds. Also the 
plants do not look bright and have bloomed but little 
so that the crop under way will be smaller than that 
of 1931. 

The natural multiplication of this plant is extremely 
slow and it is necessary to wait from three to four 
years in order to obtain bulbs that can assure a blos- 
soming and the plantations are kept up at the cost 
of expensive second plowings. In order to prevent 
the total disappearance of this flower, the products 
of which are still very much in demand by the per- 
fumery laboratories, the manufacturers have agreed 
to make a sacrifice and it is very probable that the 
average price of the crop will this year be between 
8 and 10 francs a kilo for merchandise delivered at 
the factories. In view of this fact the jonquil prod- 
ucts are the only ones on which a rise in price is to 
be looked forward to. 


Hyacinth and Narcissus 


Wild hyacinth, which blossoms in the fields of olive 
trees, is quite rife but it is little used this year by 
perfumers. 

The same thing applies to wild daffodils, which dur- 
ing the last few years have been giving rise to im- 
portant manufactures. 

The natural products drawn from these flowers used 
to be very much in demand because of their pene 
trating aroma, their freshness and their primeness. 
They seem to be used less now and the prices on 
them remain without any change. 


Lavender 
This oil this month shows much more firmness. In 
the mountains, the markets are pursued by the buyers 
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of the houses of Grasse and some activity on their part 
has been noticed. Business has been done on some 
worth while lots and many producers have no longer 
anything to sell. On the other hand, there are others 
who are still in possession of all their production which 
they are firmly determined to hold rather than to 
accept the present prices. 

Stocks of high grade oil are limited. In the stand- 
ard grades it is still possible to assure wide require- 
ments between now and the next crop, at a good price. 


Bourbon Geranium 
A rise has occurred on this oil, the total exports of 
which, as of March 10, amounted to 47 tons. The 
stocks in Reunion are still supposed to be 15 tons and 
the expectations of production are supposed to reach 
20 tons, forming all together a total production of 
82 tons. 


Essential Oils Trade Factor of Réunion 

Although comprising a total area of only 970 square 
miles, Réunion, an island possession of France in the 
Indian Ocean, is an important source of geranium, 
vetivert and ylang ylang oils. Distillation of essential 
oils has long been the third ranking export industry 
of the island. Total essential oil exports from Réunion 
increased from 195,000 pounds valued at $492,000 in 
1927 to 221,800 pounds worth $820,600 in 1929, but 
dropped to 167,649 pounds valued at $544,150 in 1930. 
The following constituted the 1930 shipments: Ger- 
anium oil, 156,438 pounds, $483,296; vetivert, 11,077 
pounds, $27,754; ylang ylang, 9,134 pounds, $33,100. 
A list of essential oil exporters in Réunion is available 
in the Chemical Division to qualified American firms 
upon request. 


Cuban Protective Measures Help Perfume Industry 

High priced imported perfumes and essences are 
having a hard time contending against the increasing 
business done by their Cuban-made competitors. Im- 
ports have shrunk from 1,574,000 kilos in 1926 to 
212,000 kilos in 1930. Domestic manufactures have 
been aided not only by protective duties but by the 
exemption of alcohol from tax increases under a 
recent law.—(Consul Harold B. Quarton, Havana). 


Drug Store Conference in St. Louis 

A National Drug Store Survey Conference will be 
held at the Chase Hotel, St. Louis, April 26 and 27, 
under the auspices of the National Drug Store Sur- 
vey Committee and the U. S. Department of Com- 
merece. The subjects for study include the entire 
range of drug store merchandising and national lead 
ers in the industry and in the government departments 
will be speakers and lead the discussion. A session 
on proprietary medicines and toilet articles will be 
addressed by Nelson A. Miller of the Department of 
Commerce; Carl Weeks, president of the Armand Co.; 
4. Kiefer-Mayer of Kiefer-Stewart Drug Co.; S. M. 
Glaser, pharmacist of St. Louis; Edward Plaut, presi- 
dent of Lehn & Fink, Inc., and Harlow P. Roberts, 
advertising manager of the Pepsodent Co. 
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Patents and Trade Marks 
(Continued from page 113) 
324,268.—Maxwell Calvert 
(Feb., 1931.) —Extracts. 
524,494.—\Frank Urban, doing business as Close & 
Co., Chicago, Ill. (Jan. 2, 1932.)—Extracts. 


Ravel, Clearwater, Fla. 


Patents Granted 


Consideration of space prevents publishing 
numerous claims and specifications connected with 
these Patents. Those interested can secure copies of 
patents by ordering them by number at 10¢ each from 
Commissioner of Patents, Washington, D. C. 


1,825,685. Powder Dispenser. Maria V. 
Willimantic, Conn. 

1,848,178. 
York, N. Y. 

1,848,189. Method and Means for Attaching Covers 
to Jars. Marcel M. Michelin, Staten Island, N. Y., as- 
signor to Pinaud Incorporated, New York, N. Y., a 
Corporation of New York. 

1,848,751. Pencil Finger Nail Cleaner. Maximilian 
Schnefel, Newark, N. J., assignor to Schnefel Brothers, 
Inc., a Corporation of New Jersey. 

1,848,846. Measuring Device for 
Harry A. Schell, Philadelphia, Pa. 

1,849,126. Toilet Accessories 
Weidner, New York, N. Y., 
Inc., New York, N. Y., a Corporation of New York. 

1,849,248. Display Container and Bottle. John J. 
Quinn, Scarsdale, N. Y., assignor to Pinaud, Inc., New 
York, N. Y., a Corpcration of New York. 

1,849,522 and 1,849,523. Glass Containers. Charles 
Hammer, Hollis Court Boulevard, N. Y., assignor, by 
mesne assignments, to Anchor Cap & Closure Corpora- 
tion, Long Island City, N. Y., a Corporation of New 
York. 

1,849,531. Lipstick Container. Anker S. Lyhne, 
Bridgeport, Conn.; The Bridgeport-City Trust Co., 
Bridgeport, Conn., executor of said Anker S. Lyhne, 
deceased, assignor to The Bridgeport Metal Goods 
Mfg. Co., Bridgeport, a Corporation of Connecticut. 

1,849,586. Tube for Tooth Paste. Willoughby New- 
ton Offley, Charlottesville, Va. 

1,849,976. Closure for Jars. Lindsay Thorne Crabbe, 
Chicago, Ill., assignor to Phoenix-Hermetic Company, 
Chicago, Ill., a Corporation of New York. 

1,850,228. Vanity Case. William Alexander Dion, 
Plainville, Mass., assignor to Evans Case Company, 
North Attleboro, Mass., a Corporation of Mass. 

1,850,352. Vanity Case. John L. McAtree, Brook- 
lyn, N. Y., assignor to Scovill Manufacturing Company, 
Waterbury, Conn., a Corporation of Connecticut. 

1,850,369. Bottle Label and Pocket Member. Stuart 
M. Andrews, Brooklyn, N. Y., assignor to P. L. An- 
drews Corporation, New York, N. Y., a Corporation 
of New York. 

1,850,606. Closure for 
Smith, Cleveland, Ohio. 

1,851,065. Collapsible 
Roselle, New York, N. Y. 

1,851,322. Container or Holder for Sticks of Shav- 
ing Soap and Cosmetics. Harry William Kilby Pears, 
Hove, England, assignor to Dubarry Perfumery Com- 
pany, Limited, Hove, England, a Corp. of England. 

1,851,462. Vanity Case. Arthur Steller, Irvington, 
N. J., assignor, by mesne assignments, to Clifford W. 
Allsopp, South Orange, N. J. 

1,851,523. Collapsible Top for Vessels. 
Richardson, Montreal, Quebec, Canada. 

1,852,046. Liquid Spray for Perfume or Medicinal 
Purposes. Hermann Eicken, Cologne, Germany. 

1,852,198. Collapsible Tube Spigot. Kenneth E. 
Bemis, Glendale, Calif. 

1,852,225. Collapsible 


our 


Tremblay, 


Mascara Case. Nathan Kasdan, New 


Paste Tubes. 


Container. Nathan 
assignor to Vantilities, 


Flexible Tubes. Orville 


Tube Closure. Walter A. 


James M. 


Tube Having Folded End. 
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Charles J. Westin, Philadelphia, Pa., assignor to F. 
J. Stokes Machine Company, Philadelphia, Pa., a Cor- 
poration of Pennsylvania. 

1,852,231. Hair Dressing. Fred Bryner, Midland, 
Mich., assignor to The Dow Chemical Company, Mid- 
land, Mich., a Corporation of Michigan. 

1,852,566. Powder-Puff. 
cago, Ill. 

1,852,820. Soap Manufacture. Paul I. Murrill, East 
Norwalk, Conn., assignor to R. T. Vanderbilt Company, 
Incorporated, New York, N. Y., a Corporation of New 
York. 


Grace G. Harrison, Chi- 


Designs Patented 


86,460. Bottle. Frank Keating, New York, N. Y., 
assignor to Hinze Ambrosia, Inc., New York N. Y., a 
Corporation of New York. 

86,470. Jar or Similar Article. Theodore J. Piaz- 
zoli, Connellsville, Pa., assignor to Capstan Glass Com- 
pany, Connellsville, Pa., a Corporation of Delaware. 

86,540. Jar or Similar Article. Theodore J. Piaz- 
zoli, Connellsville, Pa., assignor to Capstan Glass Com- 
pany, Connellsville, Pa., a Corporation of Delaware. 

86,565. Jar. Edwin W. Fuerst, Toledo, Ohio, as- 
signor to Owens-Illinois Glass Company, Toledo, Ohio, 
a Corporation of Ohio. 

86,566. Bottle, and 86,567, carton. Guy T. Gibson, 
New Rochelle, N. Y., assignor to Guy T. Gibson, Incor- 
porated, New York, N. Y., a Corporation of New York. 

86,570. Bottle. Caroline G. Humphreys, Forest 
Hills, N. Y. 

86,584. Jar. Frazier Smith, Zanesville, Ohio, as- 
signor to Hazel-Atlas Glass Co., Wheeling, W. Va., a 
Corporation of West Virginia. 

86,595. Bottle or Similar Article. Philip Buch- 
binder, New York, N. Y., assignor to Terri Cosmetics 
Corporation, New York, N. Y., a Corp. of Delaware. 

86,604. Combined Liquid Applicator and Pad. Ray 
R. Hutcheson, Richmond Hill, N. Y., assignor to Ameri- 
can Nicoton Corporation, New York, N. Y., a Corpora- 
tion of New York. 

86,621. Glass Jar. Harry R. McDonald, Dunkirk, 
Ind., assignor to Hart Glass Manufacturing Company, 
Dunkirk, Ind., a Corporation of Indiana. 

86,646. Display Device. Arnold L. Stern, Cleveland 
Heights, Ohio. 

86,656. Jar. Ferdinand S. Barbiers, Lancaster, 
Ohio, assignor to The Hocking Glass Company, Lan 
caster, Ohio, a Corporation of Ohio. 

86,657 and 86,658. Bottles. Jean W. Bicks, Evans- 
ton, Ill, assignor to F. A. Blichert Manufacturing 
Company, Chicago, IIll., a Corporation. 

86,667 and 86,668. Jars. Ivor Cordy, Washington, 
Pa., assignor to Hazel-Atlas Glass Co., Wheeling, W. 
Va., a Corporation of West Virginia. 


Trade Mark Registrations Granted 
(Act of March 19, 1920) 
These registrations are not subject to opposition: 


M292,307.—The American Products Co., Cincinnati, 
Ohio. (Serial No. 309,299. Dec., 1930.)—Toilet prep- 
arations. 

M292,310.—Nyal 
310,611. 7 


Co., Detroit, Mich. (Serial No. 
Jan. 7, 1931.)—Toilet preparations. 

M292,313.—San Antonio Drug Co., San Antonio, 
Tex. (Serial No. 313,007. Jan. 1, 1931.)—Deodorants. 

M292,315.—Hermann Stein, doing business as Hair 
Research Laboratories, New York, N. Y. (Serial No. 
314,433. July 1, 1930.)—Preparations for treating 
or to be used upon the human hair. 

M292,722.—Louis Biondo, Auburn, N. Y. (Serial 
No. 312,690. Jan. 1, 1931.)—Permanent wave solu- 
tion. 

M292,968.—May Crane, doing business as My Soap 
Co., Seattle, Wash. (Serial No. 315,290. Dec. 1, 
1923.)—Soap for household and toilet use. 
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Oxidation of Unsaturated Fatty Oils. 
UNNOSUKE YAMAGUCHI, Rept. 
Research Inst. Tokyo Imp. Univ. 6, 219-35, 237- 

50 (1931); ef. C. A. 25, 6000, states that occurrence of 
the induction period in the oxidation of an unsaturated 
fatty oil is due to the antioxygenic action of unsaponi- 
fiable matters, including sterols. 


Aeronautical 


9927 


Copper and lead oleates 
and manganese linoleate shorten the induction period of 
olive oil. Copper oleate decreases the unimolecular rate 
in the iodine number after the induction 
Manganese linoleate has a similar effect, but 
a weak antioxygenic power. Lead oleate does not have 
this Copper oleate, acting as an accelerator 
for the decomposition of oxidation products of oil, in- 
creases the evolution of COs. Stearic acid shortens the 
oxidation-induction period of oil but has no direct effect 
on the oxygen addition reaction of oil. The oxidation- 
induction period of triolein is small at 100°. The long 
induction period of unsaturated fatty oils such as olive 
is mostly due to the antioxygenic action of unsaponifi- 
in the oil. The antioxygenic actions of 
a-naphthylamine and hydroquinone with triolein are 
similar to those for olive oil. 


of change 
period. 


power. 


able matters 


Copper oleate eliminates 
the induction period in the oxidation of triolein con- 
taining hydroquinone. The copper catalyst acts also 
as a retarder for the oxygen addition reaction of tri- 
olein and as an accelerator for the decomposition of 
oxidation products.—Chemical Abstracts, Vol. 26, p. 
863. 


Protest Duty on Soap 


Sydney W. Miller & Co. et al., Los Angeles, claimed 
in protests 271443-G, etc., that soap classified at 30 
per cent ad valorem under paragraph 82 of the Tariff 
Act of 1922 should be returned for duty at 15 per 
cent under the same paragraph. Justice J. McClelland 
in T. D. 19137 upheld the claim in accordance with 
stipulation of counsel and on the authority of Ab- 
stract 12327 


aeJel. 


Protest Duty on Soap Figures 

Soap figures classified at 70 per cent ad valorem 
under paragraph 1414 of the Tariff Act of 1922 were 
claimed dutiable under paragraph 82 by Abraham & 
Straus, Inc., New York, in protest 43868-G. Justice J. 
Sullivan, in T. D. 19130, in accordance with stipula- 
tion of counsel and on the authority of Abstract 6962 
held them dutiable at 30 per cent under paragraph 82 
as claimed. 
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Holds “Castile’’ Means “Any Good Soap” 
HE Circuit 
Circuit 

down a 


Court of 
sitting in 


Appeals for the Seventh 
April 15 handed 
surprising decision in the case of James S. 
Kirk & Co. and the Procter & Gamble Co., against the 
Federal Trade The 
handed down by Judge Sparks, 


Chicago on 


Commission. decision which was 
reverses the ruling of 
ago to the effect that 
the companies should cease and desist from using the 
word “Castile” on made with other fats than 
olive oil unless the name of the fatty ingredient was 
clearly stated on the label. 

On the other hand, the 


Trade Commission to 


the Commission made months 


soaps 


Court permits the Federal 


amended order which 
would prohibit use of the words “olive oil” in conjunc- 
tion with a soap not made wholly from olive oil unless 
qualified with words indicating the other fats 
its manufacture. 

This effect makes the 
when used in designating soap, mean 


issue an 


used in 


decision in word “Castile”, 
“any toilet 
of good quality from whatever fats made”, thus up- 
holding the contention of manufacturers 
who for many years have employed other fats in the 
manufacture of soaps which they labeled “Castile’’. 
In reaching its decision the took cognizance 
of the fact that the word “Castile” originally meant a 
pure olive oil held that this meaning had 
been lost through the years and that testimony in the 
case showed that the public now considered the word 
to mean “any toilet soap of good quality”. The Court 
gave due weight to the provisions of the U. S. Phar- 
macopoeia but held that the product described therein 


soap 


some of the 


Court 


soap but 


as “Sapo” was not synonymous with the castile soap of 
commerce. The stated that the effort of soap 
manufacturers to lead the public to believe that the 
word “Castile” meant 


Court 


any soap of good quality, and 
not necessarily a soap made exclusively of olive oil, had 
been successful although the used could not 
be approved, and accordingly that the contentions of 
the Federal Trade 


could not be upheld. 


methods 


Commission regarding that 

The Commission, however, was 
upheld in its position with regard to the words “olive” 
and “olive oil’. 

The victory of Kirk & Co., and Procter 
& Gamble Co., in this suit will undoubtedly have a 
considerable effect upon the soap industry, especially 
among manufacturers of the 
words “Castile”, 


word 


James S. 


soaps designated by 


“olive” or “olive oil’. 


Hates to Miss It 


W. Oliver Duitsman 
I hate to miss any of the issues. 
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Fish-Oils In the Soap Industry 


Continuation of Article on the Methods of 


Deodorizing and Bleaching of These Oils 
by Dr. C. Stiepel 


ASSING over to the process of the second kind 
Pp and dwelling shortly upon the so-called Varren- 

trapps reaction, of an alkali fused mass with the 
chemism of the formation first of palmitic acid from 
oleic acid and then through increased disintegration 
of several more or less strongly unsaturated into less 
unsaturated or even saturated fatty acids, we would 
say that the original form of execution of this reac- 
tion was that the fatty substance was heated with 
stronger lye until it became dry, for which purpose it 
required temperatures of over 300°. It has also, how- 
ever, been shown that this reaction as against 
strongly unsaturated fatty acids, for example as they 
are contained in fish-oil, can be accomplished also with 
strong lye, say a 50 per cent solution, instead of the 
alkaline fused mass, although here also there still 
exists the necessity of using a large excess of alkali, 
which renders such a process for the deodorization of 
fish-oil in the form of soap economically unfeasible, 
aside from the technical difficulties of the work with 
lyes of such high concentrations. In any event a 
means is shown by it for solving the problem of deo- 
dorization of train-oil in soaps made of fish-oil rather 
than on the fish-oil itself. 

As a matter of fact this means has been conducive 
to very good results, proof of which is furnished by 
the German Patents 349598, 287660 and 293167. The 
second one of these reads that unsaturated organic 
acids undergo a hydration if the salts of these acids 
are heated in the presence of slight quantities of an 
alkaline substance under pressure. The description of 
the process sheds the following light on this subject: 

Between the unsaturated acids on the one hand and 
the saturated oxyacids and their derivatives, such as 
ester acids, etc., on the other hand, there exists, as is 
known, close structural relations, and the oxyacids 
and ester acids are to be regarded schematically as 
hydration products of the unsaturated acids. How- 
ever, no success has hitherto been had in producing 
these genetic relations practically also, that is to say, 
in converting unsaturated acids direct through addi 
tion of water into their double combinations or unions 
into the hydroxy] derivative or ester of the saturated 
acids. The addition of the elements of water was suc- 
cessful only indirectly through intermediary addition 
of sulphuric acid and hydrolytic division of the so 
riginating sulphuric acid esters. For example in the 
C,,H,;,CO.H + H.SO 


CO.H CO-H 
CuHs x H.0 —C,.Hs + H.SO,. 
O SO.H OH 


A process has now been found according to which 
this roundabout way is avoided and the highly un- 


case of oleic acid: 
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saturated acids are converted by direct hydration into 
oxygen derivates of the saturated (oxyacids and ester 
acids) ones. 

More specifically if the salts of the unsaturated 
acids are heated in water solution in the presence of a 
slight quantity of an alkaline reacting substance 
under pressure at rather high temperature, water is 
added directly from the same. The double bonds dis- 
appear (the iodine number declines steadily), and 
there occur hydroxyl and ester groups (the acetyl 
number increases with the progress of the reaction). 
Probably there form primarily only oxyacids, of which 
a considerable part secondarily (with cleavage of one 
molecule of water each from two molecules of acid) 
is converted into ester acids. 

As an example of the present process the following 
may be stated: 

500 grs. of linoleic acid (iodine number 174.0) are 
slightly supersaturated with 40° soda lye, and the 
solution obtained from the linoleic acid soda is heated 
in a pressure-proof vessel for three hours at about from 
270 to 280°. After cooling, the contents of the vessel 
are dissolved in water, are acidified, and the fatty 
acid is isolated in the usual way. The reaction prod- 
uct is entirely different from the linoleic acid used, 
both in physical characteristics (it forms a viscous 
substance, approximately of the consistency of castor 
oil acid) and also in chemical composition. 

The analysis gave: 


Acid number: ......... . 197.0 
Saponification number .... --.- 200.3 
Iodine number (Wijs.) .... ‘ ; 83.8 


For a single unsaturated oxyacid 


COOH 

. OH 

which by addition of one molecule of water to one 
molecule of linoleic acid is able to originate, the iodine 
number being reckoned at around 85.-, for the corres- 
ponding ester acid: 


C.:Hs 


Cy;H;,COOH 
C,;H;,COOH 
the iodine number 88 approximately. 

These numbers tally remarkably well with the 
values found especially in view of the fact that the 
iodine number of the initial material is a little too 
low. Therefore the conversion of the double bond un- 
saturated acid into the single bond saturated com- 
pound has been quantitatively accomplished. 

German Patent 305702 concerns a process for the 
improvement of the odor of soaps, characterized by 
the fact that the hydrous liquid soap is treated with 
live steam under pressure at temperatures of say 200° 
or higher. The mode of operation of this process in- 
cludes the chemical reaction of the aforementioned 


O 
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patent, in which regard the vapor process is suitable, 
furthermore, for removing by steam treatment at high 
temperatures any odoriferous substances present at 
the time or also forming in the secondary reaction, an 
effect that it is not possible to obtain by steaming of 
the soap for example when grained. 

Inasmuch as a grained soap is submitted to the 
process it is possible to effect the greatest possible 
purification of the fish-oil or of its soap in the case 
of dark fish-oils in normal boiling and _ resalting 
process. 

The method that has become known under the name 
of “Persapol” process for the deodorization of fish-oil 
soaps makes use of this process. It is conducive to 
very good results, as is substantiated by the fact that 
it has been employed in factories for many years. 

In the same connection it has been proved that these 
soaps consisting of hydrated fish-oils have a particu- 
larly great washing power and therefore are very 
economical. In this respect they excel the soaps made 
out of polymerized fish-oils, which at the same time 
is a technical proof of the fact that the reactions in 
both cases are different. 

It should further be pointed out in a special way 
that if besides soda soaps potash soaps can also be 
treated according to this process it is because the pot- 
ash soaps so treated lend themselves to the manufac- 
ture of regular soft soaps, in contrast to potash 
soaps of polymerized fish-oils. 

As concerns the character of the fatty acids ob- 
tained from the soaps treated, here also the iodine 
number is considerably lower, upon failure of the octo- 
bromide test. The increase in the molecular weight 
manifests itself here also by deficient crystallization 
power of the fatty acids. 

With the possibility of purifying the darker fish-oils 
when obtaining soaps sufficiently light in color also, 
especially for technical purposes, it was possible also 
to keep interest in the deodorization of train-oils alive 
even in times when the better grades were at a com- 
paratively very high level of prices as a result of the 
possibility of application in the hydrogenating fac- 
tories. 

The necessity of the work under higher pressure in 
the production of similar reactions was dispensed with 
subsequently by the process according to German 
Patent 489634 relating to the conversion of long chain 
highly unsaturated organic acids into their ester acids. 
This is rendered possible by a simple heating of the 
soaps without the employment of pressure at suitable 
high temperatures. 

In the execution of this process the means therefor 
may be such that the saponification is combined 
directly with the process, or else the soaps previously 
boiled in the usual way and if necessary previously 
purified may serve as initial material for the process. 
Without the intermediate stage of the formation of 
hydroxyl fatty acids the reaction here goes on in such 
fashion that ester acids form at once through conden- 
sation processes. 

When employing suitable apparatus it is possible to 
earry out the reaction without affecting the color of 
the soaps. Also, for example, in working train-oils or 
in other cases a steaming operation at high tempera- 
ture may be linked with the process. 

Although there had been no lack of processes forth- 
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coming with an eye to the solution of the problem of 
deodorization, from various quarters, some years ago 
prices in the whole fish-oil market reached such a 
level that all interest was shut out because of its 
economic unfeasibility. 

A change in the situation has been manifest only 
for a short time, since train-oils have followed the 
price declines in the whole fat market down to a low, 
the like of which has not been seen for decades. 

Since we do not go amiss in assuming that, as a 
result of increased production particularly in the oil 
market, prices for a long time will be subject to fluc- 
tuations but will not go up very high again, interest 
is waning not without regret in train-oil production in 
the hydrogenation, that is the margarine industry. 
This reduces the demand and also through decreased 
production, especially of whale oil, the price of fish-oil 
will be less apt to fluctuate. Therefore according to 
the present outlook a great difference of prices will 
exist for a long time again between even better fish- 
oils and oils and fats, which may work out profitably 
by the use of fish-oil improving processes in the way 
of a deodorization. 

Therefore interest in such processes ought to be 
forthcoming again, and particularly so because scien- 
tific endeavors, uninfluenced by the conditions prevail- 
ing in the field, have made further progress and in 
manufacturing circles involved wider interest should 
be aroused and begin to be felt soon. 

As can be inferred from the statements made con- 
cerning the foregoing processes, distinction has 
hitherto been made in the raw materials in respect to 
the possibility of application of this or that process 
between fish-oils light and pure and fish-oils as by- 
products. This distinction could be eliminated. 

It was stated that it is indeed possible by way of 
distillation to obtain flawless products in regard to 
odor, by separation of the normal animal fatty acids 
from the fishy animal fatty acids in the case of train- 
oils, but that here a more or less great waste must be 
figured on, a waste that perforce ensues even without 
process application in train-oil fatty acid distilla- 
tion according to the old distillation processes. 

In the polymerization process reference was made 
to the fact that the presence of free fatty acids 
greatly affects the color of the polymerized products, 
so that a polymerization of even distilled fish-oil fatty 
acids, even though the loss in it permitted a further 
expenditure to take care of other manufacturing 
charges, could not be thought of in the case of obtain- 
ing light polymerization products. Both difficulties 
could easily be surmounted in this combination. 

First of all we have some new distillation methods 
at our command by means of which success is had in 
obtaining as distillates the fatty acids in unaltered 
form in respect to the chemical and physical constants 
and this substantially without any loss in fatty acids, 
so that here the distillation process merely represents 
the most drastic method of bleaching and refining. 
Aside from the avoidance of fat losses the distillation 
here assumes a shape in point of figures that is more 
favorable than that in the case of the older processes. 
There thus exists the possibility of obtaining a natu- 
ral, pure fish-oil fatty acid of light color from dark 
impure train-oils. 

(Continued on Page 122) 
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: Prices of Soap Materials 
Soap Materials Market Tallow and Grease 


Tallow, N. Y. C. extra $0.02% @ 

’ Edible 031%@ 

Vegetable Oils Fancy 04 @ 

During the period just ended, all vegetable oils were — white teh 
ee “ abe : : . ouse .... O2%@ 
comparatively quiet. Early this month, the price of Yellow 02%@ 
coconut vil declined about three eights cf a cent per .044%@ 
pound; the usual quality crude coconut oil being 


Fatty Acids 
quoted at 3%c pound New York and 3%c pound ne 


Sn ae ee a Coconut Oil, 98¢¢ Saponifiable, tanks.. .05%@ 
Pacific Coast in tank cars. Corn Oil, 95% T.F.A., tanks......... 03% @ 
Crude cottonseed oil also declined, buyers now bid- Red Oil, distilled, tanks............. 05% @ 
ding only 25¢¢ pound. Corn oil sold at 3%c pound Saponified 06 @ 
Stearic Acid, single pressed .07 @ 
Double pressed ... O07%@ 
Triple pressed 10%@ 


Midwest mills early this month. Domestic soya bean 
oil is quoted at 8c pound tanks, Midwest mills for 
April/December but resale lots for nearby deliveries 
are available at fractionally less. : 
Castor No. 1, tanks 0914 @ 
No. 09 @ 
, =n ; Coconut, Ceylon Grade, tanks........ 03% @ 
barrels for April forward shipments. Denatured olive Cochin grade, tamks.. 0.05. ssccees .03 3% @ 
oil testing maximum 5 per cent FFA is quoted at 57¢ Manila grade, tanks.............. 03% @ 
03%@ 
; Cotton, crude, Southeast, tanks....... .02% @ 
ments from abroad, price depending upon delivery. Refined 03%.@ 
Palm oils remain quiet. A. H. HORNER. Foots, 50°. T.F.A 01 @ 
Lard, common No. 1, barrels......... .06% @ 
= Olive, denatured, max. 5% foe sake 
Fallow drums, gal. 68 @ 
The tallow market has been devoid of developments rre 04% @ 
Palm, Lagos, max. 20% F.F.A., drums .03%@ 
, tate : Niger, casks 03%@ 
rumors of pending negotiations for heavy tonnage of 04% @ 
tallow for export, and if this transaction materializes Peanut, crude, : 07 @ 
the market would very likely assume a firmer tone. y Refined, barrels oss 08% @ 
Soya beans, max. 2 } 

: : d ene mill, tanks .03% @ 
oft considerably, although as yet without affecting Tallow, acidless, 06%@ 
prices to any extent. Whale, Crude No. 1, Coast, 04 @ 
The Middle-West market situation continues steady Refined, barrels 53 @ 

with the larger packers sold in advance. Glycerine 
E. H. FREY. Chemically pure, drums extra 10% @ 
Dynamite, drums included... 08 @ 
Saponification, drums 05%@ 
Fish-Oils in the Soap Industry Soap lye 04% @ 

(Continued from Page 121) Rosin 


Olive oil foots have remained unchanged at 4%c to 
44¢c pound in tank cars and 4%c to 4%c pound in 


to 59c per gallon New York for April forward ship- 


during the past few weeks. However there are 


The volume of production of local grease has fallen 


. ° arrale a) 
In respect to the polymerization process progress Barrels of 280 pounds 
; 2 OF ; z 
has been made in carrying out this process at such Sere 2 oe 
4, 


; ; sie ty 5.80 
loss in color that has hitherto occurred, to an equal Y 2.95 G. bon 


low temperatures as renders it possible to avoid the 


extent and more. The costs of the polymerization 4.08 1 .W. . 6.00 


process are in no way enhanced thereby. 2.46 X --. 6.10 
The combination of both processes renders it pos- : W ood —— 
sible to obtain light fatty acids without any fishy Chemicals 

character also from the lowest grades of dark train Acid, muriatic, 18°, 100 pounds $1.00 $1.60 
Sulphuric, 60°, ton 11.00 @ 

, . ; : ae 66°, ton 15.50 @ 
animal fatty acids of average iodine number and &@ Borax, crystals, carlots, ton 56.00 @76.00 
solidification point of about 30° C. an animal soft fat Cyclohexanol (Hexalin) .60 @ 

° ° . . . . Ts ‘ »los apa’ © rea re Ra my 
forming a perfectly useful fat material for the manu- Naphtha, cleaners’ tankears........ 05% @ 
Potassium, carbonate, 80@85%.... 50%@ 

, E 7 reg Hydroxide (Caustic potash) 
this on an out-and-out more favorable basis in figures. 92% 06% @ 06% 
In conclusion it should be commented that this new’ Salt, works, 50 @14.00 
kind of polymerization process also does not lose its Sodium carbonate (Soda ash) 
Ment, 100 pounds... .....6000: 15 @ 2.09 
eee . ; Hydroxide (Caustic Soda) 76% 
ture which is in contrast with the older processes in solid, 100 pounds............. 2.50 @ 3.59 
this particular respect. Silicate 40°, drums, works, 100 
Obviously, these statements are meant to give a gen- s pounds 75 @ 
Sulphate, anhydrous .01%@ 
7 ; : Phosphate, tri-basic 038% @ 
tion of fish-oils as also to arouse renewed interest. Zine nti 7 06ige 


oils as waste products, which acids represent as pure 


facture of household soaps, soap powders, and so on, 


worth with respect to light train-oils as such, a fea- 


eral retrospect and an outlook in the field of deodoriza- 
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